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NEW IDEAS CAN GET AROUND FAST! 


The U. S. Post Office Department developed a new idea for the U. S. mails. Why not move each day's mail 
mountain faster, by a routing system of conveyor belts ingeniously arranged! The idea was tested at one office 
and workea wonders. 


The problem now was fast communication: How best to pass the new idea along to all the other post offices 
in America? The Department found that could be speeded, too. 


Working closely with the Department, under a contract awarded competitively, Jam Handy produced a fast 
paced motion picture—“The Mail-Flo System.” In a matter of minutes, Post Office management throughout 
the country saw for themselves, without any traveling, exactly how mechanized mail ‘routing works. Now it saves 
time, saves money. 


As for costs, we think you'll be just as pleased at our film economies as the folks at the U. S. Post Office De- 
partment are. Next time you'd like to put roller skates under your new ideas, call on us. 


7c VAM HANDY Onpenjcit 


IDEAS 


NOTH 


ENTAT N . V “ yA N . EFIL™M . TRAINING ASSISTANCE 


DETROIT, TR ty 4 DAYTON, ENters ; PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


6 economical ways to focus your advertising on 


prospects who are ready and able to buy! 


Better Homes & Gardens 
Idea Annuals 


concentrate the idea power of America’s family 
idea magazine in 6 special areas of home interest 


Here’s the same dynamic brand of idea power that acti- 
vates the readers of America’s family idea magazine, Better 


Homes & Gardens, month after month. Each of these popu- = 


= _ nme 
lar Idea Annuals is an expansion of a particular classifica- Better Homes 6 Gardens we 
tion of the magazine—spotlighting a single field of home 
interest. As sales prospects, the idea-hungry readers of OME BUILDING 
these authoritative books are way above par. Why not : 
let your Better Homes & Gardens representative prove it IDEAS ai 


to you with facts and figures? 


CLOSES: Nov. 14,1958 
ON SALE: Jan. 20,1959 
RATE BASE: 165,000 


OOM 
In this one-volume guide to home building, advertisers ——. 
can reach home lovers who are definitely planning on re o 7 FE 

, weet OD ies paced tense. 9 Zheuses with PLANS you ca” bey 


Latest acts or FINANCING. AIR CONDITIONING. HEATING 


modeling or building—all active, immediate sales pros 
pects for the myriad products involved in bringing their 
plans to completion 


o> Tee 


o<cmbaw 


OMI Patter Homes & Carttiers 


LimproveweN' i TRATES GUNNS 
IDEAS =: * a 


Closes: Oct. 15, 1958 
On Sale: Dec. 18, 1958 
Rate Base: 225,000 


Closes: Dec. 12, 1958 Closes: June 13, 1959 Closes: July 15, 1959 
On Sale: Feb. 19, 1959 On Sale: Aug. 19, 1959 On Sale: Sept. 16, 1959 


we mmm nnn e enn gee e-- 


ideas for today’s living and tomorrow’s plans 
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began in Mem 


a HIGHLIGHTS 


SU,UUU Wi tation in the area, SNOBBY NICKNAMES FOR ‘59 BUICKS 
n to program exclusive to Ne ’ 
Now WDIA reache ind sells “Only new names could complete the picture of a new genera 
237.686 Negroes! Alm st 1 f tion of Buicks.” savs Edward T. Ragsdale, general manager ot 
» nation’s entire Neg Buick. So he has thrown out the familiar series names, “Road 
master,” “Special,” “Century” and “Super.” Now meet “Le 
[he Negro m acne Sabre Invicta Electra. 
Ww EA s the arket f 
Nn ; ul Negroes in 
WDL! g listening-buying audience 
ned $616,294, 10% earee ANTIFREEZE MAKERS GETTING COLD SHOULDER 
market 


ge, SUG Che antifreeze industry brought 


t 


on itself: When manuta 
roods. turers labeled antifreeze “permanent” they oversold 1 the prod 
ict—and undermined future sales. ice it’s “permanent,” 
W DIA's tional adver : consumers are buving antifreeze just once. Sales will go down 


again this w +r. And marketers are faced with the job of 


THE BORDEN COMPANY . . telling consumers that what they saw advertised just isn’t so. 


COLGATE-PALMOLIVE COMPANY 
NATIONAL BISCUIT COMPANY 
BRISTOL-MYERS COMPANY 
GENERAL MOTORS 


| 


IT'S NOT SO EASY TO GIVE IT AWAY! 
IT'S A LOYAL MARKET! American business spends approximately $500 million a year 


eNevrocs listen on consumer contests. Problem: “75% of these contests are 


WDIA! In the poorly organized, badly conceived, unable to achieve what 
952 Nielsen should be their goals.”’ Solution: “11 Ways to Make You 

ion Index, Sunday-Satur- Consumer Contest Effective.” 
W DIA totaled an over- 
ming dZ more rating 
nts than the next-rated sta- 


cay Mego Rioyge abana 4 RADIO: 10 MILLION WATTS OF SALES POWER 


Station Total Rating When television aerials first began their wholesale invasion of 

Polats American rooftops, many said they would mark radio’s grave. 
WDIA 528.2 But the expected corpse didn’t lie down. Since 1946 advertising 
Sta. B 337. revenue of both spot and /ocal has more than doubled. ‘There 
Sta. C 284.1 are 
Sta 278.8 [hree of them are: coverage or penetration, low cost, and flexi- 
Sta. F 137.4 bility. This is the second in a series of special reports by Law- 


1013 rence M. Hughes on major media. 108 
74.1 


a lot of reasons for advertisers’ continuing interest in radio. 


+ 


us prove to 


ance—and buy- 
Mer mphis Negro i Associated National = Magazine 


t WDIA! @: ‘0 Business Gey Business APA Publishers 
SS “ Circulations Publications Publications Association 


SALES MANAGEMENT, with which Is incorporated PROGRESS, is published the first and third Friday of 
npany every month, except in May, July, September and November when a third issue Is published on the tenth of 
the month. Affiliated with Bill Brothers oy Corp. Entered as second class matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal $t., East Stroudsburg, ‘Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y. 


les Manager SALES MEETINGS, Part II of Sales Management, Is Issued six times @ year—in January, March, May, 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa. 


es =| Aint 3-1788; Philip Harrison, Publisher; Robert Letwin, Editor. 
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tionally by 


resident 


PILLSBURY DECISION-MAKERS THINK "PROFITS" 


“Centralization has the danger of restricting decision-making 
to too few people,” says Paul S$. Gerot, president, Pillsbury 
Co. Thus came a broad program to divisionalize and de- 
centralize operations. The result: “More people to make more 


decisions nearer the scene of action. 


CONTENTS 
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It's Not So Easy to Give It Away! 


General Management 
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Only the 


ROTARIAN 


brings your sales message to 
this concentrated 
“action audience” 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


are active in 
business management! 


90% 


play an active part 


79% hen 
4 


x . 


in company buying! 


84% — 
wom 1 FLL 


homeowners! 


c 


54% > 


are in companies 
operating 1,265,217 trucks! Th 10 6 


82% 


are active travelers! 
(more thon 12 trips a year) 


53% 


actively influence 
civic government 
buying ! 


and... this ‘‘man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
354,620 ‘‘men-of-action” at 
the low, low cost of only 
$3.72 per thousand! 

SEND FOR YOUR FREE 
COPY OF Market Facts, Inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! 


AN INTERNATIONAL PUBLICATION 


1600 RIDGE AVE., EVANSTON, ILLINOIS 


THERE IS ONLY ONE WAY TO REACH THE 


AKRON 
BEACON JOURNAL 


AREA OF INFLUENCE 
A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 
ar 
| 


oy 
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AKRON BEACON JOURNAL 
AREA OF INFLUENCE 


Population 

Families 

Fotal Buying 
Power 

Fotal Retail 
Sales 

Food Sales 

Gen. Mdse. 
Sales 

Fr-H-R Sales 

Automotive 
S les 

Drug Sales 


719,435 
. 213,048 


$1,349,384,000, 


$ 958,138,000. 
238,114,000. 


132,837,000. 
44,996,000. 


205,680,000. 
29,035,000. 


Source 1958 Sales Management 
Survey of Buying Power 


BEACON JOURNAL 


JOHN S$. KNIGHT, Publisher 


NEWSPAPER COVERAGE 


DAILY 

Akron Beacon 
Journal 

Clev eland 


Plain Dealer 
Cleveland Press. . 
Cleveland News. . 


SUNDAY 
Akron Beacon 
Journal 


Cleveland 


Plain Dealer . 


% Cov 


74.9% 


10.0% 


<o 
0 


>.) 


. 160,139 


Source March 31, 1958 


A. B. C. 


Audit Statements 


AKRON 


“Ohio's Most Complete Newspaper” 


Represented by STORY, BROOKS & FINLEY 


0.9% 


75.0% 


21,179 9.0% 


ADVERTISING SALES 
For Offices and Personnel 


See Advertisers’ Index 
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President, John W. Hartman 
Treasurer, Ralph L. Wilson 
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Senior Vice-Presidents, C. E. Lovejoy, Jr., 


W. E. Dunsby, R. E. Smallwood and Wm. 
McClenaghan 
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(in addition to Sales Management): Sales 
Meetings, Tide, Premium 
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DISING: Fast Food, Floor 
Covering Profits and 
Tires, TBA-Merchandising. 
Copyright, Sales Management, Inc., 1958 
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..your 7th largest newspaper market 


— a market of better income families 


[n only six cities can you reach as many families 
with ONE daily newspaper as in THE JOURNAI 
in Milwaukee. In none of these can you get the 
economical one-paper coverage of 9 out of 10 
homes provided by THE JOURNAL in the Mil- 
waukee metropolitan area. And only four exceed 
Milwaukee in average family income. 
THE MILWAUKEE JOURNAL 


170.64 laily, 500.424 Sunda 


Represe tives. O'Mara & Ormshee. Ir 


AS: A ihe Si EM 


Better Customers for 1958 


—how Milwaukee ranks among the 
20 largest metropolitan areas 


é 
% 
- 
# 
g 


Median Family Income (Bureau of Census 
%. Spending Unit Incomes Over $4,000 
% Spending Unit Incomes Over $7,000 
Median Value of Single Dwelling Units 
Retail Store Sales* per Family 

Food Store Sales per Family 

General Mdse. Store Sales* per Family 
Automotive Sales per Family 


ding mai! order and other non-store so 
2s; Bureau of the Census, Soles Management Survey of Buying Power, S 


2 FIN PERI BE: SEPA L ALLE LOE GLEE ELE LOBE IGA ENS PLR AE 


RE RERA  Sa, 


Measured by size of audience, economy of coverage, 


income and buying habits, Milwaukee easily rates 


among your top 10 newspaper markets 
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UM es 
7 Lehigh Co. Row "Vi Deion ‘Sih Posters 


Store Is Opened, 


Police Take Nomes 


City Teamsters 
Vote Loyalty to 
Parent Union 


Council te Support 
Ousted internotional 
100 Der Cent 


New Citizens Swear Allegiance in Historic Shrine 
—_— ES Fx Bs - . ais 


40,000 REASONS WHY 


in Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin prints some 
10,000 local news stories every year. These 
are gathered by one of the world’s largest 


local news staffs, augmented by a network of 


What does this mean to Bulletin adver- 
tisers? It means that their messages are care- 
fully considered—at home—in the newspaper 


Philadelphians read, respect and respond to. 


special correspondents. seal : : 
The Bulletin goes home... delivers more 


It is this unique reporting of the big and copies to Greater Philadelphia families 


little news of Greater Philadelphia—together 
every seven days than any other newspaper. 

with the other contents of a great metropolitan 

idvertising Offices: Philadelphia * New York + Chicago 

Representatives: Sawyer Ferguson Walker Company, 

Detroit * 


Florida Resorts: The Leonard Company, Miami Beach. 


newspaper — that has helped make The Bulletin 
a trusted member of the household through EN AN Ny aE,” La 
generations of Philadelphia families. 


The Bulletin publishes the largest amount of R.O.P. 
color advertising in Philadelphia—Evening and Sunday! 


and asting tha or the werkend a1 the office 
mane be bene Based and that « <hee firm et 320 Cherr 
we iey - ve Rian Gerri mane 
The gir, securding 10 (RARO A. of the Bawslie Btw Manu- 
facturing Co office, deovered 
the theft at § A, M. today 
Detective Barman Hects ood 
the thieves senled the wali of on 
ad pining building und went on 
. oe wintos J - 


Toll Bridge Ex-Chief 
Asks Separate Trials 


Weat Pritadeipris enriy today 
tatle about gift s Firemen brouget Mie 1m 
tions which give so much | tein, 50, down » ladder trom 
pleasure at little cost, 


you can digi EVergreen Mist Rebsw toid firemen from 
Z . 27 > i] § Oren ot Beitimore av. that 
ie 2 mend and ask for Mail os ,. — —< 
Crreulation. ‘times bat the duels 
Firemen examine the dasaage in a store ripped by = blast st Tth and Perks sts. back 


7 on 


stairs ve 
amthke turned her 
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Two Words @ 
We asked a salesman for a fabulously successful company why he 

thought his firm had done so well over the years. “The answer was 

short, sweet: “Just two words—increased sales!’ 


“The salesman continued: “I don’t know who puts pressure on the 
president, but the president puts pressure on his vice-president in 
charge of sales and he in turn puts it on his next subordinate. If 
each of us in turn doesn’t produce increased sales, out we go. And 


a : 3 Day 


A Powerful Word Backfires 


On page 33 of this issue we state: 


Every day in the year 
“You can trade up your customers to a premium grade by selling 
its features. But don’t overstate your case. This winter's antifreeze $120,000,000 worth of 


sales will go down. Marketers term glycol ‘permanent’ so motorists 


= to refill. Now marketers must un-merchandise their earlier original, non-routine pur- 
advertising. chases are made by 


The giant chemical companies that produce and sell under their 


own brands, or produce for the big private label operators such as oil America n Industry. To 


companies and auto chains, are alarmed that their annual sales are 


declining even though car sales continue to go up. So they have a locate sources of Supply 


selfish interest in persuading millions of motorists that all through 


the years they haven't really meant that their antifreeze was ‘‘perma- for this vast demand pur- 
! 


nent” despite what they say on their can labels. They want to persuade 


motorists to drain their antifreeze in the spring and to refill with chasing men refer to 


new antifreeze in the fall. From their point of view, the potential 


sales gains are enormous, Thomas Register 70,000 


But what the antifreeze makers ought to be concerned about first F 
: imes a Day. 


is being truthful with the user—the motorist. 


The antitreeze industry understands the benefits that the motorists TR produces consistent inquir- 
would obtain if they were to drain off their old antifreeze, throw ies for consistent advertisers 


it away, and refill each year. But the industry has become caught 
in a dilemma of its own making and a familiar one: how to have AT LOWEST COST! 


your cake and to eat it. 


Motorists over 40 years of age can remember that once there were THOMAS REGISTER 


really only two kinds of antifreeze protection: One was alcohol, which 

boiled away. It was cheap and during the depression thirties many 461 EIGHTH AVENUE 
motorists could not afford the alternative, Prestone. But the lure of NEW YORK 1, NEW YORK 
Prestone was strong because almost every motorist came to know that Telephone OXford 5-0500 
Prestone was “‘permanent,” that is in comparison with easy-to-boil- : . 

away alcohol. 


Prestone is number one in sales of the so-called permanent types, 
but tor a good many years Prestone has had major competition from 
chemical giants. ‘The entire industry, searching for a way to describe 
its products, has fastened on the word “permanent.” 


People, for many years, have placed great faith in advertising and 
especially great faith in our giant corporations. People have come 
to learn and to believe that the big companies are above chicanery. 
So why shouldn’t motorists believe the chemical giants when they 


SEPTEMBER 19, 1958 


It 
takes 
an open 
door 
to close 

a sale! 


sales call doesn't 
begin until your salesman is face to face with the prospect. The same holds 
true for your advertisement in a magazine. It can’t begin to sell until your 
page is exposed to readers. And only The Saturday Evening Post delivers 
proved face-to-face contacts for your ad page. 

More than 29,000,000 proved sales calls! That’s what you can expect 
from your ad page in the Post. And who opens the page to your message? 
Post-Influentials, who not only buy your product, but recommend things 
they read about in the Post to millions of others. They re great word-of- 
mouth salesmen to add to your staff. 

The most revolutionary new media measure — Alfred Politz’ “Ad Page 
Exposure” — is nothing new to your advertising manager. Ask him about 
it. You'll be interested, because it’s the first yardstick that rates a magazine's 
value to you by the same standards you apply to a salesman— proved results. 


Put proved Post selling power to work for you! 


The Saturday Evening 


POST 


Sell the POST INFLUENTIALS -they tell the others! 
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say or imply that their antifreeze is “permanent”? And why shouldn't 
they keep their antifreeze from one year to the next? 


‘| rue, most of the present antifreezes do not boil away, as alcohol 
does. But the additives, one of which delays formation of rust, break 
down and cause damage to a car's radiator. So there's a sound reason 
for motorists to drain and to refill with new antitreeze. This techni 
cal, but negative, fact does not have the sales power of that word 
‘permanent. So the antifreeze makers, with two major exceptions, 
persist in labeling their products as “permanent” and then on the 
other hand in promotion they indicate, “But we really don’t mean 
permanent!” 

No wonder the “permanent” claim for antifreeze backfires on its 


sponsors. Which contention are motorists to believe? It’s time for 
the industry to look up the definition of permanent and either use 


the word correctly in its advertising and labels—or drop it. 


Fewer Absentee Owners 


“While there’s nothing wrong with diversification in business itself 
certainly an industry cannot prosper with only lip-service attention 
being paid to it,” recently said John F. Hardesty, vice-president and 
general manager, Radio Advertising Bureau. 


More than lip-service is being paid to radio today. Hardesty points 


out that the absentee owner is fading out of the 


“Like the American buffalo these psuedo-media men (the self-styled 
chief radio station executives who shouldn’t be in the radio business 
at all) have gradually faded away. In their place have come aggressive, 
radio-only men who are willing to devote their full energies to the 
furtherance of the medium. The result has been better management, 
better programming and a more healthy medium.” 


“When licenses were being granted freely, it was not unusual for 
say, a dentist, to acquire radio properties with the idea of making a 
fast buck.” 


Now, for what radio is doing turn to page 108 and Mike Hughes’ 
g I 
special report, “Soaring Spot Radio Provides 10 Million Watts of 


Sales Power.” 


It Takes Two To Tango! 


Your views on “Bribes — and People Who Seek Them”’ in the 
July 18th issue of SALES MANAGEMENT rated comment in news- 
papers from coast to coast. Now, Purchasing magazine has asked 
purchasing agents for their views on bribery and under the table deals. 
Our report, based on answers from the Sales Management Sales 
Leadership Panel, showed that 18% of Panelists said that current 
requests for payofts are more frequent now than five years ago, 52% 
said they were about the same, and 30% reported a decline. 


‘Everybody in purchasing,” says Adolph Ruediger, Carrier Corp., 
“is approached at one time or another and the only way to handle 
the situation is to let the salesmen know that there is no way your 
business can be bought.”” E. F. Andrews, Pitman and Moore Co., is 
quoted in Purchasing as saying, ‘““There are always some stinkers in 
any profession. Of course there are P.A.’s who will ask for bribes, 
but, if a survey were made, there wouldn’t be many P.A.’s who could 
say that they haven’t been approached by salesmen offering them a 
shady deal.” 


Before sales cries “shakedown!” let’s make sure that our salesmen 
are not guilty of attempted bribery. 


It takes two to tango. 
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Just like Paul 
and his lantern 


people 

REACT 

to the 

voice and vision 

of NBC in 

South Bend - Elkhart 


call Petry today! 


BERNIE BARTH & TOM HAMILTON 


COVERS 


CUSTOM DESIGNED & 
MANUFACTURED 


CATALOGS 

SALES MANUALS 
SAMPLE BOOKS 
RING BINDERS 
SERVICE MANUALS 
WALLPAPER BOOKS 
PRESENTATIONS 


THE S. K. SMITH CO. 


2857 N. WESTERN AVE., CHICAGO 18 


NEW YORK !7 CLEVELAND 13 
LOS ANGELES 45 


Photo by Stephen Colhou 


Do you recognize him? 
a. Dr. Faust oO 
b. Sol Hurok oO 
c. Beau Brummell oO 


Though most of them may not have met him in person, 
readers of Town & Country will quickly recognize Impres- 
sario Sol Hurok, whose colorful career is featured in the 
October issue on “New York by Night”. 


It is no accident that Hurok—and others who contribute 
brilliantly to the arts in America—should regularly speak 
to the readers of Town & Country—a Hearst special interest 
Magazine designed uniquely for readers intimate with 
Brahms, Braque, and Brancusi. 


(rec [ esivine 


Because it does its job thoroughly and well, Town & Country 
is a distinguished guide to elegance, to “what’s new” in 
shops and bistros, in fashion and fun. For here is a magazine 
tailor-made for that privileged inner circle with the means 
and leisure to enjoy the more elegant things of life. 


Reaching pre-sold prospects in the mood to buy 


What is true of Town & Country is characteristic of all ten 
Hearst special interest Magazines. 


SALES MANAGEMENT 


Each is a leader in its field—each dedicated to a particular 
group of readers, and edited with a consummate knowledge 
of the interests of that group, an interest shared by both 
reader and advertiser. 

As a result, Hearst Magazines pin-point prospects, not just 
“suspects”. They reach a pre-sold audience in the mood to 
buy. Editorial authority combines with reader interest to 
provide a tailwind for advertised products that produces 
greater sales, more profits for the advertisers. 


Gridestiowe BAZAAR 


“5 1 
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Six Ways Hearst Magazines Help Advertisers: 


¢ Advertising reaches readers in the mood to buy 

¢ Advertising is focused where interest is keenest 
¢ Editorial and advertising content work in tandem 
¢ Editorial integrity lends prestige to advertising 

¢ Each magazine is the authority in its field 


¢ Hearst readers are sold—only need to be told! 


HEARST 
MAGAZINES 


10 keys to the special interests of 10 groups of peop/e 


CORPORATE CLOSE-UP 


How Bissell Beat 
The Vacuum's Trap 


Unless you're the one who does the cleaning up around home, you 
may think Carpet sweepers went out when vacuum cleaners came in. 

; ' ’ +] 
if you're Many people do. And they'll get an argument from the young 
hunting in management team at Bissell Carpet Sweeper Co., Grand Rapids, 


Mich. 
WESTERN 
Ll} Is l ate comp: does t re -al sales fig res. But 37 al old 
MONTANA Melville R. Bisel. IIL area ei ye pe daa pee aig Maw 


increased 756 in the past four years. And new products have caused 
K gross company sales in the first half of 1958 to jump 250% over the 
MSO channel 13 191,000 1957 total 
watts, reaching 47,000 homes 
Five years ago this was the situation at Bissell: Physically the 


REVO radio—Gret choic carpet sweeper had not changed much from when the first Melville 


12.000 families Bissell had invented it some 80 years before. Sweepers were still 
made mostly of wood, had four wheels and a long, one-piece awkward 
handle. Styling was old-fashioned, basically unchanged for 30 years. 
CBS NBC ABC Colors were dull and unattractive. “here was no obvious difference 
between models nor was there a reason to trade up or buy more 

GILL-PERNA R expensive models. “There was just no reason for the consumer to 
. ©P get excited. Neither was there much excitement around the company. 

Sales policies were not up to date and had not kept pace with post 


or direct , 
war marketing trends. Bissell sweepers were grossly underpromoted. 


MISSOULA, MONTANA 

Things have changed since then. Says William Rose, marketing 
vice-president: ““We have given the company a new public face. We 
have changed our styling, design, price, distribution and promotional 
approach. We always knew the market was there; only 400% of the 
nation’s homes have carpet sweepers [not counting vacuum cleaners |. 


We are just now beginning to tap this terrific market potential and, 
at the same time, our program of new product development is begin 
ning to pay off.” 

Bissell sweepers have been completely remodeled from stem to 
stern. New features: an all chrome chassis, a single pan to make 


emptying easier, sectional handles that can be packed right in with 
the sweeper for easy carrying. ‘loday’s package isn’t much larger 


75th City than a five-pound box of candy and weighs about the same. At the 

° h same time, the line has been shortened from 18 sweepers to seven. 

in the 

nation Drastic changes did not stop with the product itself. In 1953, 
. Bissell was spending a little over $100,000 on advertising. ‘Vhis yeat 


the figure will be over $2 million. The advertising direction has 


The Fastest- been changed to reach the younger homemaker. Heavy promotion 


occurs during spring and fall. Distribution has also been expanded. 


growing ‘The company now employs more than 50 salesmen. Five years ago 
5 : there were less than twelve. 
City in Texas. 


‘The change in policy regarding sweepers is a good illustration of 
the new life in once-staid Bissell. But even more money is coming 
from a couple of new products: a home rug cleaner, the Shampoo 
Master, and a liquid rug cleaner. Rose explains: “‘Dollar-wise the 


Best served by 


Shampoo Master will outsell carpet sweepers this year. Frankly, 
we developed the liquid cleaner before the Shampoo Master. We 
knew we had a good product. But our research told us consumers 
were more interested in an appliance to apply a rug shampoo than 
another rug cleaner. Success of the Shampoo Master to date verifies 


316,000 watts how right we were.” 
CBS ABC 


‘The upswinging line on the company’s sales chart also verifies how 
ight Bissell was in taking a new broom to its marketing policies. 
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This Week 


aAGAZINE 


“delivers velocity 


and volume” 


Says L. B. SMITH, JR. 


President of Thorofare Markets, Inc. 


One of America’s truly important supermarket 
operations . . . with 57 stores . . . in Pennsylvania, 
Ohio, and West Virginia 


ake 


In these days of self-service shopping, getting your product promi- 
nently displayed is of greater importance than ever. What could better 
prove THIS WEEK’s effectiveness as a “good shelf space getter’ than the 
following statement from Thorofare’s president. , oystesnuteD 8 | 
Mr. Smith says: 1 nis Week oar we WsPares 
@¢ It has been our experience that a good product advertised regularly aeoen™s \ 
in THIS WEEK Magazine is thoroughly ‘pre-sold’ to the consuming public 
That is why it gets good shelf position in our stores. We know in advance 
that THIS WEEK-advertised brands deliver the velocity and volume so 
necessary in this era of high speed mass merchandising. 99 
Top grocery men all over the country will tell you: If you want merchandise to move out 
of your stores with velocity and in volume, you want THIS WEEK at the top 
of your advertising schedule. 
Your advertising is read by more people in tHis WEEK MAGAZINE than in any other publication. 
12,000,000 families read THIS WEEK every week. Your advertising in THIS 
WEEK gets heavy newspaper coverage combined with high magazine read- 
ership ... at a very low cost per thousand. THIS WEEK is today’s most 
powerful selling force in print. 


The most widely read National Magazine in America sharing the power and prestige of 37 great Newspapers! 
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ole iS i! the business 
of creating now what Americans will 


most want to drive tomorrow, and at 


38 he sets a fast and precis« 


pace in the highly competitive 


world of automotive design. ¢ 
Engineer for Dodge Division's 
Car Operations since 1956, he 
ies much of the responsibility 
ipcoming versions of the 
ward I ook” in 


lotive design. 


9 ¢ 
speeds tomorrow s 


‘Forward Look” 


et Today’s hours are vitally important here in terms of what they contribute toward 


better automobiles for Americans to drive in the years ahead, Everything which helps us to 


apply these hours more efficiently is a must at Dodge. 


That’s why the manufacturers’ catalogs maintained in our offices by Sweet’s are in such 


heavy use. Easier to find and use than any other catalogs, they often spell the 


difference between time lost and saved in material and component selection. @® 


R. Dean Engle, Chief Engineer—Car Operations 


Dodge Division, Chrysler Corporation 


There is no substitute, in industrial buying, for the 
ease and efficiency with which manufacturers’ 
catalogs make product comparisons and selections 
possible. Industry’s specifiers and buyers prefer 
catalogs to any other product-information sources, 
and take thousands of buying actions every day 
as the result of catalog use. 

A basic tenet of efficient industrial marketing, 
therefore, is to make your catalog as easy as 
possible for specifiers and buyers to find and use. 
When you do, the inevitable result is more buying 
actions in your favor—more orders per salesman— 
lower costs per order—higher profits for your 
company. 


In any or all of six basic markets (product de- 


SWEET’S CATALOG SERVICE 


sign, plant engineering, metalworking production, 
general building, industrial construction, light con- 
struction) Sweet’s can make your catalog easier 
to find and use than is possible by any other 
method of catalog maintenance in buyers’ offices. 
Sweet's will classify and index your catalog, file it 
in bound volumes of manufacturers’ catalogs that 
cannot be misplaced or lost, and maintain it in 
buyers’ offices for instant accessibility whenever 
it is needed. 

Any Sweet’s office will give you full information 
about this unique marketing service—the benefits 
that 1,768 companies now gain from employing 
it—how economically it can bring new efficiency 


to the whole business of marketing your products. 


Division of F W. Dodge Corporation, 119 West 40th Street, New York 18, New York. Service offices in all principal cities 


Sweet’s helps you market . . . the way industry wants to buy 


DoGs’ BEST FRIENDS are a majority as minds. It, frankly, tugs at heart- 
in Inquirer families. Take the case of strings...inspires its readers, as it 
the foundling Fidos at the City Pound. informs, amuses and entertains them. 
Each year, on page three, The Inquirer Such a climate provides a welcome 
sponsors a campaign themed: “Adopt atmosphere for advertising. And adver- 
a Dog for Christmas.’’ And how the  tisers know it well... have made The 
readers of this newspaper respond! For Inquirer first choice in Delaware Valley, 
The Inquirer awakens emotions as well for 24 consecutive years! 


The Philadelphia Pnquirer 
Constructively Serving Delaware Valley, U.S. A. 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES Delaware Valley, U S.A.—14 
ROBERT I I %. EDWARD J. LYNCH RICHARD IL. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES county Retail Trading Area... 
49 Mad 5 20 N. Wacker Drive Penobscot Bldg 155 Montgomery St 3460 Wilshire Boulevard home of 5,200,000 people 


Andover 3-6270 Woodward 5-7 Garfield 1-7946 Dunkirk 5-3557 .. Philadelphia is the hub. 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by 


NOTHING TO TALK ABOUT. If it weren't for 
changes in the weather, half the population couldn't 
Start a conversation! An exaggeration? Perhaps 
But, answer this: How many interesting conversa- 
tions have you been in recently on the state of 


business? 


It's funny how just a few months ago, everybody 
was talking business, waving arms, quoting sta- 
tistics. We were then in a recession. A recession 
hurts, but it’s exciting. Its something to talk about! 
Before that we were in a boom, a swelling, record- 
breaking, money-making period which was also 


exciting. It, too, was something to talk about. 


But now, early in the fall of 1958, our business 
situation is neither fish nor fowl. Business is neither 
soaring nor sliding. There’s nothing exciting; there’s 


nothing to talk about! 


But, there is lots to think about. You can think 
about the mistakes you made in the boom that hurt 
you in the recession. You can make plans to avoid 
such errors in the years ahead. You can think 
about the new problems you are going to have in 
trying to sell at a profit in today’s high-cost, highly 


competitive economy. 


You can think about ways to make business better, 
rather than wait for it to get better. And, you had 
better start acting on some of the ideas that you 
come up with, because—contrary to wishful think- 
ing by wistful thinkers—there is no new boom 
likely for quite a little while yet. Improvement during 
the rest of this year will be slow—probably con- 
tinuing at a modest rate during the early months 
of 1959. Then, depending on more variables than 
there are in a meteorologist’s vocabulary, the 
economy may enter into a boomy period worth 


talking about 


Let’s face facts. Even if the optimists have their 
way, there won't be any buoying boom for at least 


six to eight months. Can your company afford to 
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the Editors 


wait? Or had you better try to make your own 


boom? 


It’s possible. It is done regularly by thinking people 
in acting companies. We don’t know of any magic 
formulas to help you do it. But, we do know, 
through our day-to-day contact with sales execu 
tives in almost every industry, that there are rough 
ly five major ways that a company, or an industry, 
can create its own boom (or boomlet) regardless 


of general business conditions. Here they are: 


1. Introduce new products. Hazardous’? Yes! But 
take a look around at other companies, other in 
dustries, and see how new-product-mindedness has 
paid off handsomely. Look at business machines 
today. Hi-fi (including the new stereo). Detergents 
Lighting. Building materials. New metals. Elec- 
tronic, automated, multi-purpose machinery. There 
are 170 million people in this country; 50 million 
families. There is nothing you can do that will more 
quickly double your sales (and your profits) than 
to find, develop and introduce a new product that 
can be used, enjoyed or consumed by even a por 


tion of this innoyation-hungry populace. 


2. Find new markets. Not every product has the 
myriad uses of Scotch tape. Not every industrial 
product fits into a home workshop. But, chances 
are good that there are new fields in which your 
product can be used. Maybe you'll have to make it 
bigger or smaller, rename it or redesign it, sell it 
on credit or lease it. Nevertheless, there probably 
exists at least one unexploited market for you. Find 
it. Create it. Build it. Once upon a time food 
freezers were sold only commercially; only offices 
had typewriters; it was hard to find a home with 
two telephones. New markets are created by new 


ideas. Think! 


3. Exploit your present markets. A market con 
sists of the potential buyers of your type of product. 
Figure your share of market as your share of the 


(continued on page 21) 


& WorRLD Today, the former readers of that magazine number 
ibout 264,000. The percentage 
the The job of liv 


changing and c 
the professions I 


is also up, to 25.1; 

ing and doing business in these quickly 
people in business mplex times compels people with the 
vig responsibilities 


to rely on the complete news they 
find each week in “U.S.NeEws & WorLpD 
Advertisers have 


REPORT for {EPORT 

recognized the significance of this 
shift in reading habits. The number of advertising pages 
in “U.S.News & WorLp 


Report’ has more thar 
doubled in the last ten ye 


ars 


This growing shift in reading preference explains why 
25.0 ot our this concentrated 
ormer subscribers t 


000. or iudience of high-income managerial 
f people is a market not appreciably duplicated by any 
ther magazine in the field—why these people so strong 
r the same magazine is 331,000' in buying power and so strong in decision power can 


1as gone up to 31.5‘ be covered only in "U.S.Ngews & Wor.Lp REPORT 


some 126,000 of 
ubscribers to News Magazine "“C And this coverage is available to advertisers at the 
U.S.News & WorLpD REPORT lowest 


our subscribers 


per-thousand cost of any magazine in the field. 
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reading preferences continues 


...among America’s important high-income people 


PERCENT OF SUBSCRIBERS WHO HAVE SHIFTED 


TO “U.S.NEWS & WORLD REPORT” FROM OTHER MAGAZINES IN THE FIELD 


oh: 35 
From Management Magazine “2” . ee 10.0% 


From Management Magazine “3” ed 6.0% 
From Management Magazine “4” a 4.8% 


u.S.News THE 
& World Report COMPLETE 


NEWS MAGAZINE U.S.NEWS & WORLD REPORT 


\mericas Class \ews \lagazine 
*Ask your advertising agency for “Study of Past and Present Reading Habits of ‘U.S.News 
& World Report’ Subscribers,”’ or contact our advertising offices at 45 Rockefeller Plaza 


ew York 20, N. Y. Other advertising offices in Boston, Philadelphia, Cleveland, Detroit 
uicago, St. Louis, San Francisco, Los Angeles, Washington and London 


more than @ mln 


USEFUL NEWS FOR , IMPORTANT PEOPLE 


a market not duplicated by any other magazine in the field 


SEPTEMBER 


Convenience, says Mr. Chandler, is a two-way street 


Butter, brushes or bolts, you package your product 
for the customer’s convenience. 

It is equally good business, suggests R. Carl 
Chandler, Board Chairman, Standard Packaging 
Corporation, to consider your own convenience 
when choosing a packaging supplier. 


Equally at home with paper, film or foil, Standard 


offers you decided advantages: Extensive national- 
brand experience. Impartial counsel, based on your 
specific sales and production requirements. Big- 
company quality control. The efficiency and 
economy of dealing with fewer sources. 


And the security of working with one of America’s 
most highly regarded packaging organizations. 


STANDARD PACKAGING CORPORATION 
551 Fifth Avenue, New York 17, N. Y. 

CONVENIENCE PACKAGING: FILM: FOIL : PAPER 
LOUISVILLE, KY * FULLER LABEL & BOX DIVISION, PITTSBURGH, PA 


DAYTON, OHIO + MODERN PACKAGES DIVISION, LOS ANGELES, CALIF 


Significant Trends 


(continued) 


potential buyers, not as your percentage of total 
sales. Spend more time going after those that could 
use the product but don’t. Put less emphasis on 
taking customers away from competitors. Switching 
customers is frequently harder work than creating 
customers. For most industries the actual buyers 
represent only a small percent of the potential 
buyers. You can stay in business by sharing buy- 
ers with your competition, but you are more likely 
to prosper if you beat bushes that have never been 
beaten before 


4. Make your advertising work harder. Get your 
prospects excited about what you have to sell. Let 
them know about it. Make them want it. Advertising 
is a powerful weapon. The soap companies will 
tell you this. Revlon knows it. Piel Bros. has sold 
a lot of beer with it. Carter has sold quite a few 
liver pills, too. But, some firms use advertising 
simply to sustain sales, not with the express purpose 
of creating them. Advertising is like personal selling, 
a half-hearted approach seldom gets the order. An 
enthusiastic, exciting, sincere presentation, on the 
other hand, puts the prospect in a buying mood, 
in a frame of mind that results in sales. Take a 
close look at your advertising. Is it exciting, or is 
it simply expensive? 


5. Sell like hell. Most salesmen, even your best 
salesmen, operate well below capacity. It’s up to 
you to give them the incentive to increase sales even 
beyond the limits they set for themselves. Force 
isn’t the answer. Inspiration is. An inspired sales- 
man can work wonders. For proof, offer a gold- 
plated Cadillac to the man who brings in the biggest 
order next week. And don’t eliminate yourself from 
the competition. How much business do you think 
you'd get in the next seven days? Of course, with 
such a prize it wouldn’t be profitable. But, it would 
show you, and your salesmen that they can sell like 
hell when there’s a better-than-average incentive. 
Sell your salesmen on selling more. This can be the 
single most important thing you can do. And it is 
the surest way, the best way to make your company 
boom! 


PEOPLE ON THE MOVE. Last year 31,384,000 
people changed residences. That’s roughly 8 mil- 
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lion families, or approximately one family out ot 
every six. Most significant to marketers is the fact 
that one-third of these people moved into a dif- 
ferent county from the one in which they had been 
living. 


SALESMEN ALL! In a company-sponsored ex- 
periment the 13,000 persons employed by Minne- 
apolis-Honeywell Regulator Co. in its Minneapolis 
plants turned salesmen—and in two months they 
sold more than $20,000 worth of controls. 


The Honeywell “Star Salesman” program was so 
successful—encouraging employes in off hours to 
influence friends, relatives, heating dealers and 
builders to install all-Honeywell control systems in 
homes and other buildings—that a second two- 
month campaign has been started. Also, the pro- 
gram may be extended to all Honeywell plants in 
the U. S., thus adding up to 30,000 additional 
“salesmen” to its existing field organization. 


Included in sales rung up by employes were 
control systems for three new churches, a govern- 
ment building, a dance studio, a funeral home and 
many new residences. The grand prize winner, who 
received $100, persuaded a builder to use Honey- 
well controls in more than 700 homes being built 
in Minneapolis and Florida. 


Interesting, if not Significant... 


Sales of amateur movie cameras are expected to 
approach 1 million units this year, a gain of more 
than 100% since 1954 ... A sleeping pill that will 
wake you up in 7 or 8 hours is now being test 
marketed. The product is virtually a pill within a 
pill. The outer part puts you to sleep; the inner 
part goes to work a specified number of hours later 
to wake you up . . . The average super market 
serves 5,500 customers who buy $21,000 worth 
of goods a week . . . A New York corporation will 
soon be selling shirts to laundries for rental to cus- 
tomers—similar in operation to household linen 
rental . . . There are 37% million youngsters in 
elementary and high schools... . 


IT PAYS 


TO CALL IN 


A BUSINESS SUIT 


WHEN YOU CALL ON 


A BUSINESSMAN 


It’s easy to distract a manage- 


ment man’s attention from your 


sales message by selecting “relax- 


ation” media. But, happily, it’s 
easiest to sell him if your ad- 
vertising is dressed in a business 
suit. Best-tailored for manage- 
ment advertising is Business 
Week...it’s all business, content 
and circulation. No other gen- 
eral-business or news magazine 
offers you so much management 


readership per advertising dollar. 


BEST-READ AT 
LOWEST COST 


in 


\ 


F. P. MAXWELL, DELTA POWER TOOLS 


HOW DELTA USES 
THE YELLOW PAGES 10 
PIN-POINT ITS 1,000 DEALERS 


“This and all Delta ads carry the line ‘Look in the 
Yellow Pages of your telephone directory for your 
nearest franchised Delta dealer’,” says F. P. Maxwell, 
Vice President, Delta Power Tool Division of Rockwell 
Manufacturing Co., Pittsburgh, Pa. 


“We can design a power tool that industry and the 
public need, and arouse interest in it through national 
advertising. But the final and most important step is 
telling the prospective customer where he can buy it.” 

“At present, more than 1,000 dealers are listed under 
the Delta trade-mark in 276 directories. Trade Mark 
Service is extremely successful and plays an important 
part in our marketing program.” 

Do you want to pin-point branch offices, distributors 
or retail outlets for prospects? Call your telephone 


business office for information! 


DELTA DEALERS like William K. Toole Co. 
Pawtucket, R. I., cash in from Delta’s 
advertising by being listed under its 
trade-mark in the Yellow Pages. “This 
attracts the prospects who look for the 
Delta brand,” says William K. Toole II. 


DELTA POWER TOOLS 


Low-cost. high-production 
metalworking and wood- 

working tools for industry. 

Drill presses, circular 

saws, metal lathes, grind- 2 O 

ers, abrasive finishing and 

cut-off machines, radial 

Saws . . . home workshop power tools. 


“WHERE TO BUY THEM” 
INDUSTRIAL & HOMECRAFT 
DEALERS 


TOOLE WM K CO 
7eEastAy . ... PA wtucket 3-9000 


THE DELTA TRADE-MARK and dealer listings 
in the Yellow Pages of 276 telephone 
directories help dealers benefit locally 
from Delta’s national advertising. 
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LETTERS ToTHE EDITORS 


helped but not coddled 


DITOR 
‘Thanks and congratulations on run 


SALES MIANAGEMENT: 


ning Louis Cassels’ good article “Can 
You Help the Problem Drinker ? 
your August 15 issue (p. 29). 

\M[r. Cassels certainly knows what 
he is talking about! I can affirm h 
statements trom my own experien 
because | personally fought “5 
tle of the bottle” at a 


public 


the d 


Was not so well 


Was 
owe 
\] ohol 


} 


bon 
down as the 
Te salesmen 
ones, 
I’n glad \Ir. Cassels 
the fact that alcoholisn 
ind avery costly one to our economy 
Such important firms as he mentioned 
have fo nd that {is Tal 


0 reclaim the sk lled worket 


less expensi ( 
¢ 

having a booze problem, than it is to 
} 


him outright and train a replace 


nre | 


ment. This means that he is 
genuinely helped, and 
able time to abso 


not coddled. 


Robert LF Chur 
\MIarket Extension Division 
Minneapolis Honeywell Regulator 
Co. 
Philadelphia, Pa 


through manufacturers’ eyes 


Eprror, SALES MIANAGEMENT: 

The field of distribution, whole 
salers, direct selling, brokers, as well 
as captive or warehouses of the chains 
actually 
needs more help and ideas than the 


employs more people and 
sales departments of the manufactur- 
ers. An expansion into this field might 
not only be of help to the wholesalers 
who are now subscribers, but no doubt 
would give the sales departments of 
some of the manufacturers a_ better 
understanding of the distributor’s 
problems. Even though your fine 
magazine is not edited for fellows like 
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myself in the wholesale business, | 
have received a great deal oft Vv alue 
and have used the ideas 


pr esented. 


President 
Dacotah Paper Co. 
ka 45) N. 1). 


selling the burnt thumb 


SALES MIANAGEMENT: 


M ANAGE- 
rnt “Thumb 
was both extremely 
resting and timely. On J 
Show 
a new associ 
esenting the 
rcoal grills. 
ill \l inutacturers Asso lation, an 


ite of the Institi te ot Appliance 


V ncent W. Veno 


ee P| ee ee ae 
\V ish ngton I). c. 


“have guts, will travel" 


Epiror, SALES MANAGEMENT: 
Noted with great interest Ameri 
in Smelting and Refining Company’s 

August Ist publication 

Letters to the Editor, p. 25) 

Have Guts, Will Travel.’”’ May | 


suggest that this slogan would per 


] 
s1Ogan in 


fectly suit the gentlemen who sell 
“Animal Guts” to sausage manufac- 
irers. It may not sound very appe 


but it certainly is apropos. 


Louis A. 
North East Manager 


Jacob Ruppert Brewery 
Boston. Mass. 


DeCesare 


the battle is over, boys! 


Eprror, SALES MANAGEMENT: 
‘Traditionally, soiled cottons must 
be washed in suds which have a tem- 
perature suitable for the purpose; in 
other words, hot—if the soiling is 
serious. On this fiber we do not have 
to worry about the setting of wrin- 
kles at higher temperatures. We are 
concerned only with the cleaning 
action of suds on a fiber which is not 


Ctickin’ 
wim “TOund 
KLEEN*STIR 


IDEA NO 
June is for Brides... 
too, says the American 
Bumper Strip, silk-screened 


self-adhesive stock has it 
other types for holding 


makes the key message 
day and night! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. ideas 


Featuring the World’s Most 
Versatile Self-Sticking Adhesive! 


Thar She Blows! 

A “‘whale”’ of a selling idea is this 
outdoor sign prepared by the New 
England Gas & Electric System, 
in Cambridge, Mass. Brilliantly 
screened on Flex-Stik **B’’, it rides 
the sides of 325 service trucks 
throughout the state. Rubber-sat- 
urated Flex-Stik laughs at oi!, 
grease, acid, and weather—even 
the New England kind! Creation 
was a joint enterprise of R. H. 
Graham, Adv. Supervisor, with 
Copywriter D. C. Ring and Artist 
R. H. Holmes. Production hand- 
somely handled by Jim Thomson 
for Buck Printing Co., Boston. 


Outdoor or indoor—KLEEN- 
STIK helps you create hard- 
working P.O.P. displays that 
go “all out” for sales! Send for 
your free copy of valuable 
booklet . . . “101 Stik-Triks 
with Kleen-Stik’’. 


Also for Dads, grads, and dairi 


139 


Dairy 
Association, Chicago. Adv. Assist- 
ant Donna Walters chose this col- 
orful ‘‘June is Dairy Month’”’ 
on 
Kleen-Stik %00-V. This all-over 


car bumpers thru wind, sun, and 
rain. Production by Dave Fishback 
and Mike Russ of Screen Process 
Printing Co.. Wichita. Int’resting 
innovation: special reflect ink 


S-H S“M S"H SH S"H S"H SS" S"H S"M S"H SM S"H S"H S"H S"H S"H 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. @ Chicago. 31, Ill 


Alone or in cumsilvetion these 
factors purchase-control 


to sell any product used in heating, piping, and air conditioning 


Besides their undisputed control of purchasing editorial pages by far, has more advertisers, and 


in this field, what do these KEY factors have is used on an exclusive basis by more advertisers. 


i Conclusion: If you want truly ACTIVE and 
are the reader-audience of RESPONSIBLE help in getting through to your 

© Air Conditioning ... and no prospects, concentrate your advertising in 

ition gets through to them like HP&AC. It will meet face-to-face the engineers 

that every copy is paid for and contractors indicated above PLUS the field’s 

important wholesalers and the original equip- 


ment manufacturers who are large-scale buyers 


ynly fully paid (ABC) 
circulation in the field isn’t the only point in 
HI 


over 2 to n advertising volume, carries more 


D> @ 


of accessory products required in factory-built 


assemblies. 
RAC favor t also leads its nearest rival by 


Air Conditioning Headquarters 
KEENEY PUBLISHING CO., 6 N. MICHIGAN AVE., CHICAGO 2 
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perhaps some inspiration 


Epiror, SALES MIANAGEMENT: 
What do I get out of SALES MAN 


AGEMENT? ‘ \ 1¢ now and 
: ; , : 


powe ntor 
y of Buying 
tory analy 


vitl | 
ITLOOK 


] 
Deor > In the 
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veople h ive 
ting work 


| 


liscard many of 


1) O 
Hansen 
Milwa 


Epiror, SALES NAGEMENT: 
We find one r more tear out arti 
SALES MANAGI 
-adin 


D. J. Champion 
General Sales Manager 
‘The Champion Rivet Company 
Cleveland, Ohio 
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Don’t squander 


Reply-O-Letter leads 
on your salesmen 
all at once 


Dole them out just enough at a time — 


to keep your salesmen opening doors 
on live leads all day long. 


Why not give them out all at once? Because with Reply-O-Letter 
you get so many more inquiries (usually 30 to 40% more) that your 
men might be confused by the quantity and lose respect for the quality. 


And Reply-O-Letter inquiries are the highest quality 
leads you can get. In fact you can tighten up your sales appeal to 
heavily qualify your prospects—and still the leads roll in. 


Find out how Reply-O-Letter with the built-in reply card 
works to put new vigor into your sales program — how 
we keep your salesmen sold on the value of Reply-O-Letter 
leads — how our skilled letter writers and artists help 
put across your sales message. We've been 
doing it successfully for 25 years. 


Get further details about the sales 
forces we serve. Write for a copy of oun 
booklet “It Was Answers He Wanted.” 


On your letterhead, please. 


REPLY-O-LETTER 


2 Central Park West, New York 23, N.Y 


Sales Offices: 
New York * Boston * Chicago * Detroit * Cleveland * Toronto 


very maker S00 ’ 
pplies and packag suatmen:. 


"Biggest 
packaging 
magazine 


announces 
extraordinary 
market 
coverage 
program 


In this day and age, practically every manufacturer in 


almost every industry puts his products into packages. Fact 
is, even the largest packaging supplier could exhaust his 


budget trying to advertise to them all. 


But when you consider that just 16% of the nation’s plants 
turn out almost nine-tenths of its total output, the problem 


begins to assume manageable proportions, provided— 
1... that you could locate these big plants 


2... that you could identify the specific executives 
in them who make and shape the packaging 


decisions 


3... that you could deliver your message to all 
of them in a publication you had genuine 


assurance they would read 


Beginning next January, MODERN PACKAGING — the domi- 
nant influence in the packaging field for 31 years — launches 


a major new program that solves this three-part problem. 
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Now...MODERN 
pinpoints your market 


MODERN PACKAGING’S TARGET PLANTS 
DOMINATE PRODUCTION IN THEIR INDUSTRIES 


16% 
produce 
80% 


HARDWARE, 
APPLIANCES 


13% 
produce 
82% 


5% 
produce 
83% 


RUBBER & GLASS 


17% 
produce 
84% 


TOILETRIES 


14% 
produce 
90 , 0 


TOBACCO 


5% 
produce 
83% 


8° 
produce 


87% 


APPAREL 


37% 
produce 
86% 


INSECTICIDES & 


DEODORANTS 


12% 
produce 


64% 


14% 
produce 
68% 


PAINTS, OILS, 
VARNISHES 


13% 
produce 
78% 


SUPERMARKET 


CHAINS 


PAPER GOODS 


19% 
produce 
82% 


WATCHES, CLOCKS, 
INSTRUMENTS 


9% 
produce 
82% 


The industries charted here are the giant users 
of packaging. Together, they constitute the 
“nackaging market”. In each of them, the new 
“market-engineered” MODERN PACKAGING takes 
dead aim at the relatively few big companies, 
the mass packagers, who monopolize total man- 
ufacturing output. This chart is vivid evidence 
that you’ll no longer need to scatter your 


advertising throughout a budget-eating maze 
of vertical business-papers and special-purpose 
media... And because one publication alone will 
now cover the packaging market, even the lean- 
est advertising budget will be able to pick up 
impressive gains in frequency of insertion and 
size of unit—and reduce production costs at the 
same time. 


PACKAGING 
...then makes It listen 


How this exclusive program works 


FINDS YOUR MARKET 


“Big” plants are targeted e Packaging executives within plants 


U.S. Census check reveals exact number and 
size of the plants that dominate output in 
each of the package-using industries. 


They're identified by name 


Using Dun & Bradstreet and the nationwide 
investigative facilities of Western Union’s 
Special Services Division, the names and 
locations of these target plants are deter- 
mined. Additionally, each plant’s size, the 
products it makes, and the multi-plant status 
of its parent company are verified. 


are tracked down 


Western Union’s Special Services Division 
interviewers make direct contact with top 
management in “target” plants to obtain the 
names and titles of the key executives who 
shape and make packaging decisions. 


Executives’ names are checked against 
MODERN PACKAGING’s present circulation 


e Non-subscribers are added 


to the circulation 


MAKES IT LISTEN 


New “executive conference’”’ method 
sells readership 


Members of MODERN PACKAGING’s new 
Readership Development Group personally 
brief packaging executives on the basic 
reading values of the magazine that invests 
more money and talent in gathering and 
interpreting packaging developments than 
any other publication. In face-to-face dis- 
cussion, these editorially-trained represent- 


atives demonstrate what the magazine is, 
explain where it fits the reader’s specific 
job responsibilities, and tell how to use it. 


e Personal letters keep interest whetted 


Each month, MODERN PACKAGING readers 
receive first-class letters calling attention to 
specific articles. These letters, sent by the 
Readership Development Group members, 
interpret the articles in terms of each 
reader’s own product-packaging interests. 


... to give you “one-book” access to 
the nation’s mass packagers 


This extraordinary program, MODERN PACKAGING’s latest contribution to the field in which 
it holds the leading position, brings the sprawling packaging market into sharp, identifiable 


focus for the first time. 


e Talk person-to-person with the right 
men in the right companies. 


Eliminate relatively expensive and 
wasteful vertical coverage, except in 
key markets where it is specifically 
required. 

Cover top management in package- 
using industries without adding costly 
big-circulation media. 


seginning in January, you can— 


e Develop worthwhile inquiries without 
fear that salesmen will waste valuable 
time tracking down companies and 
individuals with insignificant buying 
potential. 


Make promotion dollars more effective 
by concentrating them in the prime 
market, getting greater frequency of 
impression in larger, more dominant 
advertising space. 


Starting next January—to a greater degree than ever before—your advertising in MODERN 
PACKAGING becomes the cornerstone on which to base your entire promotional effort to the 
packaging market... MODERN PACKAGING, a Breskin Publication. 575 Madison Avenue, 


New York 22, N.Y. 


Member 


Audit Bureau 


of Circulations, Associated Business Publications 


Accurately measure your advertising 
investment with results in Florence, 


7? AA lA yy = r 
e Ay Wa Varke 


More than 121 National Advertisers are enjoying 
, the only 


satisfying sales results by using WBTW 
the entire 78-mile area. 


in 


VHF Television Station 


Selective programming from all three networks 
creates perfect adjacencies for your product. The 


potential: One Million with One Billion! 
BUY SELLING TIME WITH WBTW! Call 


CBS Television Spot Sales 


UJ BTU 


FLORENCE s.c 


“Permanent’ 


Claim for Antifreeze 


Backfires on Its Sponsors 


You can trade up your customers to a premium grade by 
selling its features. But don't overstate your case. This 
winter's antifreeze sales will go down: Marketers termed 
glycol "'permanent'’ so motorists refuse to refill. Now 


marketers must un-merchandise their earlier advertising. 


By GEORGE P. NICHOLAS 


“We said permanent but we didn't being urged to drain out the old 
really 


freeze makers ire b isily telling motor- oil, the antitreeze makers are em 


mean permanent,” the = anti sludge and pour in some fresh motor 
ists. phatically stating antifreeze even 
his fall tl 


are devoted less to plug; Ing the prod 


again, promotions “permanent” antifreeze is good 
for one winter only. 

and more to stating it 1 ‘ If there is a note of hysteria in 
Louder than these proceedings, it is because the 
saving: marketers have found themselves with 
‘That is, we recommend the pei an overpromoted product: Comes the 
manent type ($3.25 per gallon) over first freeze and motorists re-install 
methanol ($1.60). But it isn’t per last year’s vintage—if they haven't 
manent!” 


With record 


retail programs and more ballyhoo 


been using it all summer long. 
Re-use, as the industry calls the 
problem, costs the marketers dearly. 


ad\ ertising budgets, 


than motorists heard when they were Last year it cost $35 million at 
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the number 
road zipped up fron 
million to 67 million, according 
Automobile Manufacturers Assn. 
luction of antifreeze dropped tron 
million gallons to 107 million, 

to Chemical 
ars, there has 
1 between industry 
sales and market potential,” says Paul 
R. Smith, general manager of the 
automotive specialties department of 
Commercial Solvents Corp., whose 
Peak is one of the top-ranking makes. 
‘Twice we collected data on radia 
tor capacities, vehicle registrations 
types of antifreeze used. The figures 
disagreed with industry totals. Then 
we went to .ne consumers. We found 
10% used antifreeze for more than 
one winter.” 

Dow agrees with the 40% figure 

but adds that half of those car owners 


h 


re-use for more than two years, whic 
means more than one-fifth of the 
market abstains each year. Du Pont, 
owner of one of the top manufactur- 
er’s makes, found 43% of dealers be 
lieve antifreeze is 

12¢ 


“permanent”; an- 
¢ won't be pinned down on 
the subjec a 

Next month when those motorists 
who buy their antifreeze in advance 
make their purchases, and in Novem 
ber, when the others freeze their toes 
at service station lineups during the 
first snowfall, marketers will know if 
the year’s exhortations have been to 
any aV 

onsumer press and public 
they are saving yes. After all, didn’t 
to change their oil ? 


motorists 
Sut, questioned further, they admit 
spring sales of rust inhibitors were 
normal, which means last year’s anti- 
freeze wasn't drained out at the win 
ter’s end. 

How did these marketers find then 
selves in competition with last year’s 
production? ‘There are many reasons 

and more explanations. 

‘The problem (marketers say) de 
veloped during World War II when 
with conservation being the order of 
the day, readily 
antifreeze. Engines were smaller, in 
stalled with lots of air around them, 
and gas was rationed; a Japanese fan 


motorists re-used 


33 


met ianol, many 


i the high retail ! 
product then—it was introduced at 


} 


gallon, soon brought down to 


\l ithieson, one oft 


a ind makers 


ts own brands. 


air lealers re-use is not 
in the April Votor as part of 

n by Union C 
Chemicals Co., the private label ant 


treeze divisior f Carbide. 


cational can paig 


olycol 


increased itional ads, flip charts, 


movies, including a cor 
“A Car Is a Woman 
1 by Dow. 
istomers’ tastes. 
to the specta le 
acting like 


s Soup of the industry with 


as few advantages 
motor 

; }’ 
methanol will crack 
Each of these marketers 


reason: 


, ~~ 
ons account To 1% 


production. Because the 

end of the industry is controlled 
company service stations, p 

Ss account for nearly halt 

+} 


1e 1 ime. 

What's more, the rour n irketers ot 
own brands only Union Ca 
le’s National Carbon Division, D 
Commercial Solvents and Ol 
] 


Mathieson mix their own are also 


inning 1 itional campaigns. 
But, while the private label makers 
tional ads becat > of lack 
and name . the own 
marketers use 
features 
Glycol l glycol ind me 
1." Dow to ind 71% ot deal 
there is no important diffe 
between brands. 
Comes the winter and the 
1 companies will add a new 


promotion efforts. 


Going on the y that service 


i bette1 iob 


tat 


stations do Or can 


ing about ise than ove 


) 


itlets. the marketers 
. de 


a S oran 
o benefit service itlions most. 


» 
theorv. But 


t least, 
announcements ] more about 


] 


sales 1 


Or c 


if enables deale s 
‘hen, it holds p 

Now th aims are logical ones. 
| 1€, >» ma keters sell many acces 
sories that are well worth promoting. 
And the price 


tical one. 


s becoming a 


antitreeze has a peak sea 
son, the low-markup outlets find it a 


Pp omotable loss-leader. These outlets 
automotive ac 
grocery chains 
Ray and 
rvey ind 
vcol buvers buy below 
Advertised 
Discounts 
in competition 
with methanol, whose $1.60 price tag 
tl 


gene! lly I vails; wy may well be 


n oly ol’s spec 


t lar 


"Hddien the price: te end pre 


moting bigger tickets, though, are 


only secondary reasons for the pro 
gram. The biggest reason is to fight 
1 re-use at the point of sale by 
hanging the point of sale. 

This is the way the program works: 
Motorists have their radiators filled 
with glycol by any participating deal 
er. They receive a dealer’s guarantee 


t the winter’s end any 


Manufa 


gallon 


) replace at 
intifreeze that evaporates. 


liscount 6! 


ers dl i! 


use against icements. 


ram will do: 


og 
Hold the pi { iuse discount 
ers cannot afford to keep guarantee 


records or examine radiators in the 


spring. 


items like 


Tan belts, hoses. 


rengthen glycol’s share 


| he Vuarantee eS not 


ement 


respons! 


orcing him to 


*The chemicals have strict specifica- 
additives differentiate the 
many blends. Of the additives, only rust 
preventives differ from brand to brand 
Anti-foam and anti-seep agents are es- 
sentially the same The rust inhibitors 


tions Only 


break down after a winter's use; this is 
the only reason to change antifreeze 
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PEAK 


ANTI-FREEZE 


Union Carbide Commercial Solvents 


\ typical package: inst tion DOOK 


2 


PERMANENT 


Og DOOK To eCO 1 y ruarantees 


not 


te Six 
o, Standard Oil of Ohio 
began to guarantee its private label 
treeze. Standard of Indiana and 
Pure Oil followed in 1954. Last vea1 
lexaco and Shell idopted the pro 
gram. Socony and Sun will begin 
this winter, making Esso the only big 


oil company holdout 


ill probability Carbide’s Pres 


+ y m + +} sling > > 1 . 

| S program fo! lis s€iling season in DuPont Olin Mathieson 
ludes network tele S10! Plavhouse 

90, Perry Mason, Chevenne, S val 

foot, a “Sportacular” on the eve of 


al 
the World Series, NBC news), radio 


oe Al 
< ~s Do They Mean "Permanent 
spots on ++ Statior covering 90 ] 
narkets, newspaper ads in overt 500 or Don t They? 


i a — 7 olor, full-page These four brands account for more than half the market. Like 
sunday supplement ads, and a page in the top private label suppliers, these marketers are boiling over 
Phe Saturday Evening Post. about antifreeze re-use. 

. l'o promote its Zerex and Zerone But two of them, while stoutly maintaining antifreeze is not 
Du Pont is running what Sales Man permanent, have labels that lead motorists to think otherwise. 
aget T. A. Parriott calls “‘the most Du Pont, which says it’s among the top five in sales but is 
widespread advertising pt ogram in believed to be number two, labels its glycol as “permanent type.” 

, the history of the company’s anti- And Olin Mathieson, number four among the national brands (but 
freeze.’’ ‘The schedule: co-sponsorship a stronger private label supplier), promotes “Permanent Pyro.” 
of the NBC Steve Allen Show during Motorists took these claims to heart; many refuse to replace 
the season; “See the Pros,” a weekly their antifreeze, resulting in lower industry sales in the face of 
halt ree ‘I . show in -ansagerg mat increased vehicle registrations. The problem prompted Com- 
kets that will teature films ot games 


mercial Solvents to drop the permanent claim from its Peak 


ind interviews with National Foot brand three years ago. Prestone, the original glycol and the 


ball League stars (Glenn Davis is top-selling brand, never made a claim to permanency, Union 
m.c.); mewspapers, magazines and Carbide’s National Carbon Division says. (Competitors, however, 
outdoo claim Carbide originated the term.) 

Like Carbide and Du Pont, Con Both these marketers and the top suppliers of antifreeze for 
mercial Solvents is concentrating on a the private labelers—Union Carbide Chemicals Co., which oper- 
broadcast medium. Spot commercials ates independently of Carbide’s Prestone division, Dow, Olin 
for its Peak have been scheduled for and Commercial Solvents—fight re-use with advertising. 


(continued on page 150) 
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Up from "Artificial Silk’ 


[hese synthetic fibers (rayon tire 
cord, rayon textile yarn, nylon staple 
ind rayon knit cloth) are familiar 
materials to George I. Rounds. 

He comes from a rour-generation 
textile family and has been selling 
rayon for about as long as anyone in 
the business. 

When he left Williams College in 

was taken for granted that 


» would join the family firm in New 


Jersey. But a new fiber—rayon, or 


“artificial silk’ —-was spinning into 
prominence and his father felt that 
George would do well to learn about 
it before joining the family company 
as heir-apparent. 

Rounds found this opportunity 
with Industrial Fibre Co. in Cleve- 
land. Starting out as spool boy, he 
idvanced in two years to assistant 
to the plant manager. It was then 
in 1925—that the company was reor 
ganized into Industrial Rayon Corp. 

Rounds joined the New York sales 
force a few months later. Except for 
1 short interlude with the family 
company in 1929-30, he stayed at 
IRC. Last month he became vice 
president in charge of marketing. 

His previous post was tire cord 
sales manager. (Tire makers are the 
ndustry’s top customers.) Rounds 
succeeds M. P. Epstein, who will 
retire at the year’s end. 

A national leader in the Junior 
Achievement movement, Rounds has 
served with groups since 1946. He 
was president of the Cleveland Chap- 
ter and is a trustee of the national 
board and chairman of the five-state 
regional board. During the 12 years 
of his activity in the Cleveland area, 
the number of J.A. companies in- 
creased tenfold to 145. 

Duck shooting and fishing are 
Rounds’ favorite off-duty pastimes. 
He and a friend once set out to catch 
every type of fresh and salt wate 
fish commonly found in Narragansett 
Say. Before they pulled into port, 
they had landed all except for sword- 
fish and striped bass. 

In his new post as the man re- 
sponsible for all of IRC’s sales, mar- 
ket development and sales service ac- 
tivities, Rounds will be angling for 


bigger game than ever. 


SALES MANAGEMENT 


THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


He Might as Well Be Twins 
They call him “Mr. 


Motion.”’ And now he’s got two jobs. 


Perpetua 


Rocco B. Bunino, former resort 
operator and mayor, reputedly knows 
more beer retailers than any man in 
the industry. For the last several years 
he’s been vice president of sales for 
Blatz Brewing Co. July 30, Blatz 
was bought by Pabst Brewing Co. 
Windham, 
Blatz, was installed in the same job 
at Pabst. And Rocco B. Bunino got 


his two jobs. 


James C. president of 


He’s still v-p of sales for 
And now he’s got the same title : 
job at Pabst. 

A gregarious, friendly man 
Bunino began operating a resort in 
Blairstown, New Jersey, in 1920. In 
1945 he became the town’s mayor. He 
was also the first two-term president 


National 


Association. 


ot the Licensed Beverage 
Bunino and his wife Dorothy live 


in the Hotel Astor in Milwaukee. 


He'll maintain that residence because 
But the 


Buninos will probably have to begin 


. 
*. 
<x: 

°° - 


that’s where Blatz is. 


a 


+ 
% 


* 
‘ 
- 
. 
x 
J 


2 


ee 


second-home-hunting. He’s also got 
an office in Pabst’s Chicago HQ. 


a 4 
°: j 


With a Little Bit o' 


Ernest Joseph O'Leary says his 
name is not Irish enough. So many 
years ago, his friends tagged him 
“Tim.” And on the morning he was 


announced as the new president of 


The Ruberoid Co. 
rials for home, farm and industry), 
Irish 
luck had something to do with it.” 


(building mate- 
Tim O’Leary said ‘a lot of 


O’Leary is more than eligible for 
the luck of the Irish. His wite Mary’s 
maiden name was Reilly. And one of 
the two O’Leary boys recently re- 
turned from Air Force duty in Scot- 
Irish Wife. [He 


granddaughter for 


land with an 
also brought a 
O'Leary, Sr. ] 
But those who know Tim O'Leary 
give more credit to the man for his 
success than to any luck from across 
the Atlantic. In 1926, after gradu- 
ating from Stayer’s Business College 
in Philadelphia, O’Leary became sec- 
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Luck 


retary to the sales manager of the 
American Insulation Co. Less than 
two years later he was selling for an 
American Insulation subsidiary. 
When Ruberoid bought the subsidi- 
ary, O’Leary sold for the new parent. 
Except for nine years in general man- 
agement work, he’s been in sales with 
the company ever since, moving up 
the line through general sales man- 
ager to vice-president of sales to ex- 
ecutive vice-president in 1955. (Of 
building 


manufactured by Ruberoid, asphalt 


the variety of materials 
products such as roofing and shingles 
account for between 50 and 60% of 
production. Asbestos products are sec- 
ond in importance. 1957 sales totaled 
slightly over $81 million. ) 

Born Nov. 24, 1907, Tim O’Leary 
is hale and healthy. A better than 
average golfer he shoots in the seven- 
ties and has a nine handicap. 


Why Make a Single-Unit Sale when You Can Sell Two Items or More? 


@ Promote your product for use in more than one place (one telephone 
for the kitchen, one for the bedroom). 


Promote your product for more than one person's use {one automo- 
bile for the husband, one for the wife). 


Promote its greater beauty when used in multiples (lovebirds i 
pairs). 
Offer price advantages (cheaper by the dozen). 


Help customers use your product in multiples (airmail stationery box 
tells how many sheets weigh one ounce). 


Encourage customers to buy in multiples (the photographs on these 
pages suggest how this is being done). 


10 Ways to Make Multiple-Unit Sales 


By HENRY G. BURGER 


Merchandising Consultant 


Z OFFER THE PRODUCT IN A LARGER SIZE. Today’s housewife can 
pick up a 23-pound pail of “all’-brand detergent in super markets. The largest 
consumer size of the many containers in the line is a 50-lb. unit. Contrast a 


sale of this huge package with one of a 24ounce cardboard package of “all.” 
2. OFFER A MASTER-PAK 


FOR A VARIABLE QUANTITY OF 
YOUR PRODUCT. Hallmark Cards, 
Inc., sold a “Thoughtfulness Album” 
with a page for every month of the 
year. Slits are cut into each page to 
hold cards purchased by customer 
who doesn’t want to miss greeting 
friends and relatives on birthdays. 


3. MASTER-PACK A FIXED 
QUANTITY AS A UNIT. Eastman 
Kodak Co. taped two rolls of black 
and white photo film into a Duo-Pak. 
Customers who stoutly oppose these 
hidden persuaders can separate the 
two rolls with a twist of the wrist. 


Og aworyrze, 
Ug @WOyrI0A 
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6. OFFER MULTIPLE SHAPES. 
Lavoris Co. packaged its shelf-shaped 
bottle of mouthwash together with a 
“Crystal Cabinet” shape. Result: “a 
substantial increase was recorded in 
sales of the regular size _ bottle.” 


7. OFFER MULTIPLE FORMS. 
Perhaps your standardized product 
can be put up in several ways: cake, 
stick, powder, jelly, liquid, spray. 
Charles of the Ritz uses this play 
even for individual-formula face pow- 
ders. When a woman buys loose 
powder for boudoir use, some of it is 
pressed into a cake for purse use. 
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OFFER MULTIPLE SIZES. 
Boxes filled with identical products 
lack interest—the quantity appears 
excessive to the prospective buyer. 
Eberhard Faber Pencil Co. assembled 
a dozen sizes of rubber bands from 
7," to 3” long, put them in one box 


5 OFFER MULTIPLE COLORS 
OR STYLES. When Lux soap was 31 
years old, Lever Brothers Co. made it 
available in green, pink, yellow, and 
blue, in addition to the traditional 
white. This gambit increased shelf 
display space given to Lux—and sales. 


(continued) 


DISCOURAGE QUANTITY 
COMPARISONS. Bergdorf Goodman 
sold sachet and toilet soap in yard- 
stick-type boxes. They were priced by 
the “yard,” rather than by the bar. 


> 


DISCOURAGE UNIT-PRICE 


COMPARISONS by using numbers 
that don’t divide evenly. The baby 
foods department of a super market 
prices six jars of Gerber Junior Soups 
at 89c. Nearby they mark a competi- 
tive brand at nine cans for $1.36. 


ELIMINATE WRAPPING. 
If a woman buys three pairs of hose 
at Masters, Inc., discount house, she 
takes the ready box of three. But if 
she wants just one pair, she must 
remove it from the box and wait while 
a clerk handwraps the sheer hose. 
40 


mdi beetit 
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Flintlock Pistol, made in 
London by Sharpe, about 1790 


it's ae e ed 


with buyin mf 2OWE! SF... 


THE INDIANAPOLIS AREA* 


@ Blast away! There's no better selling anywhere! Here over *THE 45-COUNTY TRADING AREA 
2,000,000 people buy more because they have more. In Indianapolis tyat's BIGGER THAN YOU THINK! 
alone the average annual income per family is $6,865 . . . 15.6% 
above the national average, and 15th among cities of over 600,000. 


f 

Population: 2,117,100 
And retail sales per family average $4,620 annually, 11th among | 
{ 


Income: $3,740,248 ,000 
Retail Sales: $2,472,792,000 
Coverage: 56.4% By 

The Star and The News 


cities of over 600,000. The Star and The News give you 56.4% cov- 
erage of the 45-county area, and saturation coverage of the rich, 
metropolitan Indianapolis market. Write for complete market data. 


tSales Management, Survey of Buying Power, 1958 
Eero 


\ i. 
\. NEWS... 


KELLY-SMITH COMPANY e NATIONAL REPRESENTATIVES 
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Oronite Laid Its Bets 7 Years Ago 


lt was development vs. dividends seven years ago when 

=~ a Standard Oil subsidiary gambled that there was a big 

\ VA market in development of a new raw material, lsophthalic 
 @p acid. Are such bets being made in 1958? 


An interview with 


T. G. HUGHES, 


President, Oronite Chemical Co. 


In ‘| N71] Age Through 


research, California Re 


’s conversion to isophthali is the second 7] 
based resins in its new line of house subsequent 
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e hnical men in the 


industries wt 
work with th 


ft 
ieir task at this point to begin sizing 


Who's Oronite Chemical? 


Standard Oil 


Chemical Co 


*ln. 


Company of California’s subsidiary, Oronite 
was founded in 1943. It prospers on research. Over 
90 of current sales are in products that did not exist in 1943. . 

Oronite’s chemical sales in its first 14 years totaled close to In 
$700 million. The company uses talents in Standard’s research 
company, California Research Corp. 


i 


p the market and determine if there 
enough latent interest to justify 
development. 


most instances the QOronite 
salesman s entr\ 
Products developed have the purchasing 
that he 


was made through 


Then he re 
been sold to soap makers, to the rubber industry, and now to 


quested in Tous h with 
paint manufacturers 


people n the 


(continued on page 44) 
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New Product Came Just in Time 


lsophthalic acid is the technical name for it. But to West 
Coast paint maker Fuller it helped nip the effect of the 
recession. Fuller matched its raw materials supplier's bet 


with an audacious promotional program. 


By W. P. FULLER Ill 


Vice-President—Marketing 
W. P. Fuller & Co. 


ind difterent these two points | 
ntroduced i zation, the produ 
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nt new product? = Who's W. P. Fuller? 


Unknown, perhaps in the East, W. P. Fuller & Co., established 
during the ’49ers’ gold rush, is ranked 434th in Fortune’s list 
of 500 largest industrial concerns. 1957 sales: $76 million, up 


eed. We were 


eight times in 20 years. 

Fuller, headquartered in San Francisco, has four West Coast 
factories, operates 115 company-owned stores, and distributes 
its brands through 1,600 dealers in 11 Western states, Alaska and 
Hawaii. Fuller is West Coast distributor for Pittsburgh Plate 
Glass Co. 
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Oronite Laid Its Bets 7 Years Ago 


continued 


P.A. is the key man 
nd Oronite Chemical’s man 
feels that he should be 

tact even in opening the doo 

‘sting at the develop 

provides an opportu- 


} 
ae- 


San ples were 
uical directs n firms that showed 
ounces of the precious 
me—with the necessary 
lata to facilitate testing. The 
sample was free; as the product 
veloped, larger quantities were sold 
; a token price, 10 
a oda\ 


s sold to industrial users 


t was priceless. 


pound, but even in the 


Promise to Buy 


\t the start, Oronite Product De 
elopment men worked with no more 
bi t | 


"e€ prospec ts, al 


began t 

he decision 

ip a 100-pound a 
making it teasible to 


About 


1 dollars was poured into 


rger group. 


t 
ee ee 
plant built in 1949. 
; 
Development's task 


years fo Keep 


plants and pro 
ial to 


sel] themselves 


ostly mate! 


the new mate- 
ne, promises to 
event 
? 
plant 


possible 


} } : 
the Dasis of this. 


+ 


Marke 


neers designed a potential plant. 
ee aa , ° 
mated sales were Dalanced against 
costs and m: ifacturing costs. 
important consideration here, 
one with direct bearing on mar 


} 


was the volume potential of 


new product. Obviously, the larger 
] 


portent 
I ntial 


larger the 
the low e 
ig costs. Iso- 
to compete with 
While it is 
end uses fore- 
too high would 
Marketing men 
knew tl move the product in 
sufhcient volume, manufacturing costs 
ist permit reasonable pricing. 


the end of 1955 the decisior 


was made to build a plant to produce 
50,000,000 pounds of isophthalic an 
nually. The plant was completed 
late in 1956. 


Drawing upon data supplied by 
research and 
a series of technical bulletins on 


the product was made ready, covering 
eacn 


product development 


I potential use for the product. 

The marketing men armed with 
this material had already received pre- 
training on the product they were to 
handle, some ot it by actually work- 
ing in the laboratories ot California 


y 
— 


Research. Salesmen were given a 
} 


thorough briefing on it by the iso 
phthalic product specialists, to be fol 
lowed at intervals with refresher 

Cal Research technical pet 
were always available to help 


ourses, 


technical problems that mig 
arise, evel arranging that a research 
man be placed tor a few days in a cus 
This Technical Serv- 


was tound to be 


tomer’s plant. 
ce, 2 it Ss called, 
particularly necessary with isophthalic 
because there was no experience 

working with the product. Customers 
often had to be convinced that they 
ould not simply substitute isophthalic 
for phthalic anhydride and get the 


desired improvement in end produc 


’ne of the prime sales tools at the 
rt of the isophthalic marketing pro 
m was a series of seminars, held in 
industrial city. The re 
‘arch men who aided in the develop 
nent of the product, backed up and 
iided by the product specialists and 
key marketing men, staged demon 
strations of the equipment and pra 
esses used in production. They ex 
plained the properties of the produ 
and were ready to answer questions 
put by the techni al people ot the con 
panies invited to send representatives. 
These seminars usually lasted two 
or three days. With a completel; 
new and revolutionary product such 
as isophthalic, Oronite management 
finds, there is no better or more 
direct way to key contacts than such 
a straight educational program. Re- 
sponse to the series was ‘‘excellent’’ 
) every way, reports Hughes. 
\dvertising was placed at the start 
marketing program in all ot 
the major publications reaching the 
paint and plastics markets. Drawing 
heavily on the research background 
the advertising copy aimed at convey 
ing applications of the product in the 
manufacturing fields Oronite wished 
to sell. On the advertising planning 


team were William Haberman, a 


ount executive and head of the L. 


C. Cole Advertising Agency in San 
Francisco, which was placed in charge 
Johnson, the 


if the program; T. R. 
ompany’s advertising manager; and 
R. W. Stephenson, product specialist 
on isophthalic. Other executives might 
sit in as desired. 

“Proof” is a key word in much of 
the advertising, which points to the 
long and arduous testing leading up 
to the claims made for the product 
and the advantages manufacturers 
may expect to find as a result of its 
use. (“After 24 months—new iso 
phthalic-based refinishing enamel had 
85% of See wa 
above automobile, repainted with an 
sophthalic-based enamel, has under- 
gone weather testing tor the past 24 
months. After re-painting, the cat 
was not waxed—has never been 
garaged or polished and was washed 
only occasionally. Recently Photovolt 
gloss meter readings show the enamel 
has 85% of its original gloss. There 


original gloss’ 


is no evidence of film failure by crack- 
ng or checking.” 

One Oronite advertisement to the 
paint industry headed ‘‘here’s more 
W. P. Fuller & Co. 


; t 
ot 


proot quoted 


announcement 


advertisement s 
ne mnt lo itl hthal rex. 
lew paint maae with isopntnalic re 
“W. P. Fuller & Co. says, 
spectacular new house paint adds at 
least 2 extra years of paint beauty to 
} 


home.’ 


Not "Sales Talk" 


One of the largest single users of 
the new resins in the plastics field, and 
one ot the most newsworthy, is the 
\lolded Fiber Glass Body Co. 

Pittsburgh Plate Glass Co. pro- 
luces the resin bought by Molded 
Fiber, using Oronite’s isophthalic. 

You don’t sell such companies with 
sales talk.” What is involved in this 
kind of selling is illustrated by the 
ase of W. P. Fuller & Co. Making 


this sale required: 


1) development of 
ful produ 


2) thorough dissemination 
formation about this product 
key quarters; 
; 
technical 


providing continual 


e to the customer ; 


+ most important of all) work- 
ng directly with the customer in de- 
veloping the most efficient and eco- 
nomical application of the product to 
his needs. 


“Sometimes this type of selling 
takes months,” points out Hughes. 
‘More often it may be years. But as 
in the case of Fuller 
worth the effort.” ® 


the prize is 
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Here’s 
20% 


MORE 


SEL 
TIM 


at only 
$259.50 
per man! 


ater eT r D 


NEW 


Helps make the sale! 


The Key-Noter takes the order and records 
nstructions right at the customer’s desk 
nighty smart way to impress the cus 


vith your firm’s eff ciency 


Helps keep the customer! 


The Key-Noter helps give your customers 
nstant service records reports, service 
data on the spot, in trains, planes, cars 
anywhere! Also doubles as transcriber 


Gives you prompt accurate reports! 


You get sales reports —and in record time 
when they're spoken into the Key-Noter. 

Unique one-key simplicity. Discs are eco- 

nomical, mailable, fileable, re-useable. 
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GRAY AUDOGRAPH 


Smallest, lightest, lowest: cost disc dictating instrument ever sini 


hey finally made one for salesmen the tiniest, travelling-e 


disc dictating machine in the world. There’s an extra hour of 
selling time each day packed into the Key-Noter’s pint-sized 
case! How so? Because it cuts non-productive paper-work in 
half. Records orders, memos, instructions on the spot. Eliminates 
forever the writing of time-consuming call-reports. The fully 
transistorized, easy-to-use Key-Noter records as you go, wherever 
you go, yet it’s so rugged it takes the toughest daily desk use 
Eliminates scrambling for secretaries at peak hours when the 
men are in.) It’s the salesman’s machine, offering features not 
yet in machines twice the size and half again the price! 


GET THE WHOLE STORY. MAIL THIS COUPON TODAY! 


GRAY MANUFACTURING CO., HARTFORD 1, CONN. 
Yes! Send me free literature on the Gray Key-Noter for salesmen 
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news 
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( hange. 


partment agency 
mended a 

lhe 
space newspaper 


bold he 


( alled Tor lars 


advertising featuring 


new strategy 


and ft 


t. A series of 
prepared To! +6 


ac tual editorial 


such adv el 


idlines 
tise 
was Major 
newspapers throughout the west. Ad 
‘rtisements were also scheduled for 
magazines: Sunset, Improvement 
and Western Paint Revi 
verything planned for the can 
ial as well as the 
the primary 
“FULLER’S spe 
new house paint ADDS AT 
2 EXTRA YEARS OF 
BEAUTY TO YOUR 


: ; 
e-in material 
idvertisements, stressed 


headline theme: 


] 


taculat 


} h h: 


Worl ed out 


is, Was arrived at as a 
meetings of 


Agency 


Opy W TS 3 al 


in agency 
account 
t di 
ising and 
the 


-rsonnel. 
tors went witl adve1 


sales promotion directly to 
where numerous sessions 
were held. Pahl, his 
nical staff answered endless questions 
provided much of the documenta 

campaign. During this 
Markwood and 
marketing di 


the cre 


] ibo aftories 


chemists and tech 


the 


on tor 
velopment. stage 
embers of the 
worked closely 
itive groups. i je 


marketing research 


other n 


sion with 
B ister 
saumeister, our 
manager, collabo 
with our own and the agency’s 
individual market 
n pinpointing the 


staff, 
d 


providing 
ita which helped 
plan right down to such details as 
of newspaper advertising in 
markets. 

ind in-store material, ban- 

trucks and lapel but- 

and 
the ad theme. 
a radically 


the 


frequency 
secondary 
Window 
tons for our own dealer sales 
personnel repeated 
Special color 


difterent design were prepared for 


ards witl 


new house paint. Envelope stuffers 


went into all outgoing mail. 
Following adoption of a new Fuller 
rademark last vear, a 
abel redesign had been started. With 
i striking prepared by 
Walter Landor and Associates, it was 
decided to 


program oft 


new design 

use this for a time only on 

e new house paint, giving it a stand 
distinction. 

The first selling job, of course, was 

deal 


of steps taken in carrying 


to our own sales force and ou 
ers. The list 
out this sales promotion drive 


six pages. Here are just a few of the 


covers 


things we did: 


Circulars to our branches and sales 
force announced details of the cam 
followed up with 


and 


paign and were 
additional 
bulletins. 
A tabloid-size dealer newspaper was 
mailed directly to all dealers, and sev 


eral thousand additional copies were 


circulars salesmen’s 


sent out to employes and for other 
promotional uses. 

Salesmen’s portfolios included an 
array of promotion material including 
newsmats, television and radio scripts 
ind sample news releases. A special 
added-incentive cooperative advertis 
ing allowance established for 
dealers advertising the new paint dur 

first month of the campaign. 


was 


Telegrams to Dealers 


Personal letters were sent by our 
president, W. P. F. Brawner, to dis 
trict and branch managers expressing 
his enthusiasm for the product and 
the drive. 

I followed this up with telegrams 
to all our dealer salesmen. 

Sales meetings were held in all of 
our branches, many of them simul- 
taneously. By special telephone con 
ference calls, with loudspeakers set 
ip in the meeting rooms, the meetings 
were heard directly from the presi 
dent, Vice-President H. S. Margetts 
ind from me. 

Dealer meetings were arranged by 
the branches to explain details of the 
ampaign. In fact, branch and 

t organization played a tremen 
role in executing the program, 
Fuller employe 


some 


our 


every 
the drive to 


virtually 
taking part in 
degree. 
Because this new paint has such 
dramatic consumer advantages, its an 
nouncement was an important news 
A publicity schedule was pre 
pared carefully coordinating news an 
nouncements the advertising. 
First news stories were released just 


with 


prior to the opening of the advertising 
umpaign. 
Press luncheons were held for home 
mprovement editors in major cities. 
The stories were widely published, 
As ex- 
Examiner 


with amazing response. an 
imple. the San Francisco 
and Chronicle both published Sunday 
stories which did not identify the new 
paint as Fuller’s—and 
many inquiries that they tell us the 
switchboards were clogged and extra 
had to be added to 
the emergency. 

Following the first announcements, 
feature stories were developed to high 


recely ed so 


operators meet 


light various aspects of the new paint 
and its use. Stories were prepared for 
use by dealers in their home town 
papers. Others were sent to a wide 
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outdoor 
sells 4 ways 
for Carnation 


ONLY 
CARNATION 
COULD MAKE 
IT SO GOOD! 


LEMON 
BLOSSOM 


ICE CREAM 


‘ 


in Wasey, Ruthrauff & Ryan, Inc 


OUTDOOR SELLS rd Mr. Paul H. Willis 
APPETITE APPEAL : ' Vice President for Advertising 
ae SELLS The Carnation Company, says: 


» 
24 IDENTIFICATION 
34 
» 


OUTDOOR SELLS “Outdoor advertising has been selling Carnation products 


BRAND NAME for 40 years. Our annual investment in Outdoor 
OUTDOOR SELLS 
PRODUCT MPN RF Mii 2 : ; ; 
SUPERIORITY indicative of our continuing confidence in the medium.” 


has increased four-fold since 1956. This certainly is 


8 out of 10 people remember OUTDOOR Advertising!* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins @) A | 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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LOOKING FOR 
REAL IMPACT? 


Within a radius of 4!/, 
miles, Troy, N. Y., is ringed 
by the communities of 
Watervliet, Green Island, 
Cohoes, Waterford and 


Latham to make up the Troy 
ABC City Zone. 


In the outer space, within 
a radius of 35 miles are 36 
stars or communities which 
make up the Retail Trade 


Zone. 


Your sales message will 
have real impact on 231,500 
persons or 68,500 families in 
42 communities if you adver- 
tise in The Record Newspa- 
pers which provide an excel- 
lent coverage of 70°, at one 
low cost. (City Zone—99%,) 


Write for more details on 
how we can help your busi- 


ness. 


THe Troy Recorp 


THe Times Recorp 


Troy, N.Y. 


range of business and trade publica 
tions. As the campaign snowballed, 
more stories were released to financial 
editors, radio and ‘TV news commen 
tators and wire news services. 

Reprints of both the advertisements 
and the publicity were sent by the 
thousands to oul sales torce, our own 
stores and our dealers. 

All in all, although our restricted 
advertising and public relations budg- 
ets were not increased at all, this 
developed into probably the most com- 
pletely coordinated sales drive in out 
history. 

‘The results ? 

Most importantly factory ship- 
ments of this one paint during the 
first six months of our fiscal year 
(December through May) ran 57% 
ahead of shipments of all three forme 
lines during the same period last year. 

And although it is still too early 
for statistical evidence we confidently 
expect that the interest aroused by 
the new paint and the increased store 
trafic will produce better — sales 
throughout our othe lines. 


A Wonderful Complaint 


During the rush hours stores fre 
quently have been so busy taking care 
of requests for the new paint that 
sales people sometimes complain they 
“don’t have time to sell anything 
else!” 

Typical of dealer reaction is that 
at Jordan’s large paint store in Red- 
wood City, Cal. They have reported 
that no matter how much paint was 
ordered in advance, each week-end 
rush has ended with at least one o1 
more colors out of stock. 

We thought we had planned it big 

too big, perhaps—but for one three- 
week period we had to use every 
available mill at our South San Fran- 
cisco factory to produce this one item 
alone, and running at top speed we 
still could not catch up with the 
orders pouring in every day. 

Our printing department, despite 
advance build-up of large label inven- 
tory, ran out of labels and adopted 
emergency procedures to supply 
enough for the factory. 

All this in a year of so-called 
recession ! 

For us this seems a classic demon- 
stration of marketing in its most prac- 
tical application: start with the con- 
sumer and his needs and desires; cre- 
ate products specifically to fulfill these 
desires; plan and test carefully; pro- 
mote aggressively; coordinate all ef- 
torts toward a specific objective. 

When it succeeds—as in this in- 
stance—what next? 

Start planning all over again. Only 
next time, plan even bigger! 
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wner-executive 
usiness 


25 years ago International Business Mac 
introduced its first electric typewriter. 
one millionth electric typewriter is writing top-quality, 


ines Corporation 
This year IBM’s 


fast, economical executive letters. IBM sells the owner- 
executive because its product increases office efficiency 
and profits . . . matters of personal interest to ownership- 
motivated businessmen. Your advertising, too, should 
reach and influence ownership-motivated executives; they 
have an owner's interest, an owner’s stake, an owner’s 
authority to take buying action! 

Nation’s Business is edited for owner-executives. Of 
750,000 subscribers 550,000 are the presidents, owners or 
partners of their firms; many more are stock-owning 
corporate officials. Here is broad coverage of all markets 

the largest companies, plus those vitally important 
medium-size companies on the move, on the way up. This 
all-business magazine delivers the largest concentration of 
ownership-motivated executives available to you today. 


ACTION IN 
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Leading Office Equipment Ad- 
vertisers Sell This Profitable 
Audience of Business Buyers: 
American Photocopy 
Equipment Company; 
Charles Bruning Com- 
pany; Burroughs Corpo- 
ration; Comptometer Cor- 
poration; A. B. Dick 
Company; Ditto, Inc.; 
Eastman Kodak Com- 
pany, Verifax Division; 
Executone, Inc.; Friden, 
Inc.; Monroe Calculating 
Machine Company; Pit- 
ney Bowes, Inc.; Recordak 
Corporation; Remington 
Rand; Smith-Corona, Inc. 


results when you advertise to business and industry in NATION'S 8 


Nation’s Business 


@ VOErUL LOOK ancao 


THESE 
/ CONSUMER 
” ATHTUDES 
“TARE HEY 
. TO OUTLOOK 


e Pact se 


How to enjoy your job pace 

Coming: Revolution in management oace 2» 
This tax plan would boost business wace x 
Control your OWN SUCCESS pace re 


OFFICE EQUIPMENT ADVERTISING 
1957 


1955 


750,000 Total Circulation 


. . includes 80,000 members of the Chamber of Com- 
merce of the U.S. and nearly seven hundred thousand 
other business executives. 


ISINESS 
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We Had to Find People with MONEY ! 


When Ampex introduced stereo sound to consumers, the 
company had a revolutionary product. But prices ran ‘way 
up there. How to find a market? Answer: Seek out high- 
income families, then prove worth by demonstration. 


By J. W. FARROW res 
Marketing Manager, Ext \—— ts — 
Ampex Audio Inc. Ss wy — 


NS 


Ampex Audio Inc. introduced its overcome the formidable barrie1 systems in the business. We knew that 
first complete home music system in- had to face. once we could tell people about tape 
lving stereophonic sound two and For we at Ampex, when we enter and could get them to hear the actual 
.e-half years ago. ‘The occasion was ed the consumer field in 1956, were demonstration of our systems, chances 

i meeting of the National Association literally walking where angels might were we had them pretty well sold. 
f Music Merchants. fear to tread. We were a small West Just what is this stereophonic sound 
Many of the several thousand Coast electronics firm that had made that Ampex pioneered? Why did it 
1uUS merchants who were there fractional horsepower motors during take the musically informed dealers at 
music with “the new dimen- the war, and now we were out there the New York trade show by storm? 
to believe. But demon- in the rough-and-tough consume ‘or several years all of the long play- 
1 them, and, even at market daring to compete with RCA ing records have been recorded on 
date, convinced us that Victor, Fisher, Magnavox, Motorola, ape using Ampex professional record 


nvince 


ration would have to be the General Electric and Philco, plus all ng equipment. The music was elec- 
ol 


roundat 


ion of successful sales presen- 1€ component manufacturers who had tronically transferred from a single 
tation when we took our instruments been making hi-fi products for years. microphone to a single track on the 
to the field. But we had two big things in our tape. That track of music was then 


We knew from the start at favor—technical know-how and the transferred to the groove of the long 


verbal sales approa ild burning, and I mean burning, desire playing record. Those LP’s provided 


best home entertainment the best reproduction anyone had 


to make the 
heard until stereo sound was per- 
fected. 
In recording for stereo sound, two 
sets of microphones are used in the 
ecording studio. “Two separate mi 
rophones are used to record two sepa 
rate tracks onto the tape. In ordinary 
high fidelity, or single channel re- 
cording, it is very much like closing 


<@ “EVERYBODY’S IN IT NOW-... 
and the going from here on is sure to 
be rough.”—J. W. Farrow. The model 
in photograph is the Ampex “Crescen- 
do,” a complete stereophonic music 
system for tape, radio, discs. 


THIS IS STEREO: You have to » 
hear it—and hear it again—to believe 
it. Through recording with two micro- 
phones, on two different tape-channels, 
for reproduction through two speak- 
ers, the listener hears music as he 
would hear it in the concert hall. 
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off one ear. The sounds being re- 
produced remain flat because they all * * ° 
Milestone in Music 
instead of being spread across the e Ten days from now nine-tenths of the engineering brains 
tire audio panorama. responsible for audio reproduction in this country will gather 
In stereophoni ind, the two sets in New York for the annual meeting of the Audio Engineering 
microphones record the two trac ks Society. Just about every statement delivered from the platform 
tape. This is and traded in the bull sessions will be hung on one word: 
two sepa “Stereo’’—short for stereophonic sound. 
ch amplifier 
of the two 


Originate at a single point source 


The techniques and the machines, the tapes and discs, which 
have developed out of the original concept of recording with 
two microphones and playback through two or more speakers, 
have raised the hopes of music merchants. “Stereo” is certain to 
give the whole music industry a lift. The unanswered question 


original spatial 


abso 


is, “How soon?” 


The public is interested but confused. Many customers do not 
know that stereophonic records cannot be played on monaural 
phonographs. Many know neither what has to be done to convert 
a monaural set, nor how much it would cost. 


In the field of equipment manufacture, even competitors doff 
their hats to Ampex Corp., Redwood City, Calif., as the top-rank 
ing company in sound engineering. Ampex went into the consum- 
er field in 1956 (after having built its reputation on equipment for 
the industrial field) with products so high-priced that the market 
was limited to high-income families. The story presented here 
tells how Ampex accomplished that introduction, what it is doing 
to expand its sales volume. 

Ampex will have red hot competition in the coming selling 
season. Its most serious rival for business in the top price 
bracket will be RCA, whose de luxe model will retail for $2,500. 


+ 


Ampex knew that field.”’ Each piece is handsome fut 

rime initial target would be these ture which any homemaker would 
fans. For them it designed a proud to have in her living room. 
looking three-piece portable The Ampex console contains the 
in durable grey satin-finish Ampex tape deck, an AM and FM 
and another housed tuner, with their built-in aerials; a 


iuppage 
wooden cabinets. But for long four-speed record changer; Ampex- 
ize promotion, the decision was built high fidelity speakers, and 


de to emphasize the console con Ampex-built high fidelity amplifier 


\ll they had pt. Operation requires only a twist of a 
t inits we took to the New knob on the top deck. The portabl 
NAMM show were few, the’ system includes, besides the tape deck 

the most expensive, but, 4 two separate amplifier-speakers. Dut 


iteur con 
hen \mpex 
npany’s tape 
built them ir ir book ‘y were not the most attractive. ing the past year we have added four 
then hooked ‘m up to ampli Today, our stereo sound is “pack- new models to our console line, step 
rs ; speakers aged” in a manner to justify its repu ping up both style and price. 
oyment at home. i-fi fi tation as the “Cadillac of the hi-fi For those who want a portable 
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system or components to convert an 


existing hi-fi set to stereo sound, the 
price begins at $395, goes up to $850. 
The price for the console unit starts 
at $1,495 and runs up to $1,795 in 
the general line, with a top price of 
$2,500. There are over 18 models 
Va lable. 

Who would buy these compara- 
tively expensive home music systems, 
the most expensive quality line in the 
vation? We knew that we could pro- 

e only so many of them and that 
hey logically would be sold to people 


who could afford them. Where were 
these people? 

One of the first facts of selling we 
learned was that we must keep in 
everyday contact with market re- 
search. We used it in laying the 
groundwork for our selling campaign 
and we continue to use it. At Ampex- 
Audio, the market research group is 
a part of our marketing group. 
Through this association, new meth- 
ods of checking who buys our prod- 
icts and new methods of knowing 


more about our market are sought. 


New Company 
With a New Sound 


market. 


Ampex Audio Inc. is a wholly owned subsidiary Division of 
Ampex Corp., whose headquarters are in Redwood City, on the 
San Francisco Peninsula. It was formed May 1, 1957, when the 
Ampex Audio Products Division was split into the Professional 
Products Division, selling “technical” products directly to the 
user, and the subsidiary to serve dealers and the consumer 


The Audio Division was formed in 1954, with two diverse sets 


In this research, one of the most 
important tools is a carefully planned 
equipment warranty registration card 
(key-sort), filled 4in by the buyer, 
which provides important informa- 
tion about: 1) who is buying each 
model (income, occupation) ; 2) how 
he uses the model he has purchased; 
and 3) how he was first introduced to 
Ampex equipment (to aid in selection 
of advertising media, promotional ap- 
proaches). 


Three important trends have been 
indicated by this information: 


1. An increase in the number of 
$1,495 and $1,795 units being pur- 
chased by medium-income people 
not just high-income people. Appar- 
ently buyers of high fidelity equip- 
ment feel that better reproduction 
and long life warrant buying higher- 
quality equipment—and they are will- 
ing to stretch for it. 

2. A growing family use of, and 
interest in, home entertainment cen- 
ters. 


3. An increasing number of audio- 


of products to market. One group composed of the company’s 
Videotape Recorder and specialized audio products required a 
fairly technical sales approach calling for direct selling. On the 
other hand, the consumer product sales had been mushrooming 
since 1954, presenting entirely different marketing requirements. 
How Ampex Audio is meeting them is told by its marketing 
manager, J. W. Farrow, in the accompanying article. 


philes (in the past buying or building 
components for “built-in” systems) 
now buying the Ampex ‘‘Crescendo” 
console. This indicates to us that 
even the exacting audiophile enjoys 
the convenience and compactness of a 
console music system if he can be 
assured that the components that are 
built into it are truly high fidelity 
components. For this same reason 
many high fidelity component dealers 
who have a policy not to stock pack- 
age equipment (consoles) will stock 
the Ampex consoles. 


This is the newest activity of one of the most interesting of 
the West Coast companies born out of the sensational electronic 
developments that have burgeoned since the close of World 
War II. The company had two beginnings. The first, in 1944, was 
as a manufacturer of permanent-magnet type precision electric 
motors and generators used in airborne radar scanning devices. 
At the end of the war, with defense contracts cancelled, this 
newly founded organization was without a market for its 
products. To continue in business, a new product and new 


7 ' 
markets had to be found—quickly. A Friend's Help 


We know that a large number of 
Ampex equipment owners were first 
exposed to Ampex stereophonic sound 
in the home of a friend with Ampex 
equipment. This indicates that one 
of the best mediums, and one of the 
best salesmen of our product, is the 
equipment itself. 


Alexander M. Poniatoff, founder and board chairman of Ampex, 
thought he had the answer. He had been a party to a demonstra- 
tion of a “liberated” German “Magnetophone” tape recorder. 
This, he decided, was the kind of precision instrument his com- 
pany could build. The result, following a year of development, 
was the Ampex Model 200, ready for the selling effort in 1948— 
with a price tag of $4,000. Many models have been developed 
during the intervening years, ranging in price down to $500, and 
have been very successfully marketed by the Professional Prod- 
ucts Division. 


Research plus common sense told 
us that we should begin at the top 

In 1954 a major reorganization led to the formation of the economic bracket in seeking our mar- 
Audio Products Division and the Instrumentation Product Divi- ket. This meant carefully planned 
sion. The latter sought markets among engineers and scientists and placed advertising (we'll come to 
in laboratories, test facilities and industrial organizations, and that later) and high selectivity in our 
in five years has seen sales climb to a $15-million annual level. choice of dealers. We aimed at the 
Export trade accounts for some 10% of this figure. top here, too. During the past year 
we have built our dealer organization 
up to some 800 stores, among them, 
the leading music and hi-fi outlets in 
the U.S. As in many businesses, we 
have found that about 25% of the 
dealers do about 75% of the business. 
Our breakdown today is, roughly, 
60% distribution through music 


Gross sales of Ampex have increased nine times during the 
past five and one half years, “underlining our growing aware- 
ness,” comments Poniatoff, “that successful marketing does not 
just happen ...no matter how superior your product, or 
potentially receptive your markets.” 
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Year after year... 
Seattle's n 
advertising medium 


Member of Consolidated Consumer Analysis Group 


SEATTLE’S NEWSPAPER 


REPRESENTED BY O'MARA & ORMSBEE, INC. 
New York . Detroit °, Chicago . los Angeles e San Francisco 
Member Metro Sunday Comics and Metro Rotogravure Groups 
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pe and 40% siieciaeiatihiaininadbiaiaiciciaiiiaiinaim their customers. “These tapes carry 
through the qualit n stores. | much of the selling message. You 
Ihe best job has been done for us ADVERTISING IN mig call it automation in selling. 

s as these: Sher BUSINESSPAPERS The sound we are offering is so 

uncisco; Lyon & ViV1 different that the salesman 

nell, in Detroit; MEANS BUSINESS need only let it ‘‘talk” and sit in the 

s; Penny-Ousley, audience with his prospects while it 

ind Liberty Musi sells itself. Here, we have a unique 


lhe calibre of hi-fi opportunity to get our message di 


promotional job rectly to the prospect. We use it to 


na equipme! l } ir dealers to learn to demon the full and urge dealers to do the 
> them in the same way. It’s very same. We consider the various dem 
more effective. People expect onstration tapes which we supply to 
in a hall. When dealers our best selling tool. 
m, it’s that One of the things we train a dealer 
and his salesmen to do is to screen 


ration tech prospects, whether at a consumer hi-fi 
which are recom show or whereve1 groups of people 

mended to our dealers. One calls for re receiving a demonstration. We 
1 living room set up \ an Ampex ve a special 12-minute tape which 
ynsole as the ter of attraction, plaved first. Those who remain to 

i drape at one } "al it through and ask tor more are 
rund what we call ‘‘suspects.”” Let us say 


1 up with ten suspects who can 


| “t 
1d we ene 


onsoles. be given a thorough demonstration ot 
1@ expensive equipment. Of these, 

long experience has shown us, eight 

will be definitely impressed. We call 

Ihe latter is pi cts. Half this number 
+} 


people be } re rect Fi l ese 
pl ( I yspects. rom I s 


he dealer or salesman who fol 


t to 


rough properly can expec 
‘they do not know lose two deals. 
dark curtail 
chestra or . 
a light goes on Set Up Demonstrations 
revealing the 
the console. “hen the cur : 
i equipment like 
he dealer with the kind of 


promotion assistance 


ours, pro 


In ludes 1 
1 oy trat 
demonstration . 
I] help to disclose a suitable 
t . . 
ae Re 1udience for his demonstrations might 
iC@aliers, 0 ° , 

: | be called a toughie. We sell direct to 
present lel] rain tne and Our) salesmen ; ae 
j | music stores and hi-fi dealers 

; dealers in selling : 
t \rough our ten district managers 
working under an eastern zone man 


age! and a western zone manager. 


t 
work out of offices in their homes and 
must cover all of the 800 dealers regu 
3 Tn 4 It is their task to help train the 
ues Manager 4b mot a Verk dealers’ sales personnel. Last year we 
fle developed a complete dealer promo- 

tion kit of over 40 pieces one of 

those ambitious mistakes. It was a 


[hese ten men, for the most par 


The Sales Hamagur is mot a VR 


. "ft i] 
tds Snamager 41 wrt a2 irk 


rrand campaign, but too much. Too 
much for the district men to show to 
the dealer, too much for the dealet 
to use. And too much of a bookkeep- 
ng chore at head office. 

We have learned the hard way 
that the best dealer promotion kit 
contains relatively few items. This 
vear we will confine ourselves to two 
possibly three, pac kaged seasonal pro 
motions. 

A dealet cannot depend on chance 
trafic for customers to whom he may 
sell equipment like ours. It can hap 
pen that one walks in knowing all 
about it and ready to buy. But not 
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: V Best-selling weekly magazine in America 


GUIDE 


A syllogism for advertisers 


Major premise: Americans spend more leisure hours 
with television than with anything else. They are interested 
in television. They like to know what new shows are being 
planned, what old ones dropped. They like to read what 
able critics think about television. They enjoy articles 
about television personalities and how programs are pro- 
duced. And they like to have advance notice about shows 
that will be especially worth watching. 


Minor premise: TV Guide is the only national maga- 
zine that brings them all this, that covers television 
exclusively and in depth .. . not only with program listings, 
but with news, articles and commentary on any and every 
subject touching television. 


Conclusion: This is why 6!% million Americans buy 
TV Guide every week, and why they read it on an average 
of five times a day. It is also why TV Guide is a choice 
advertising buy. 


If there is a flaw in our logic, please let us know. If 
not, please let us welcome you to our growing family of 
TV Guide advertisers. 


SINGLE-COPY SALES ACCOUNT FOR 
78% OF TOTAL CIRCULATION 


Of the 61% million people who purchase TV Guide this 
week, more than 5 million will go out and buy it at the 
full cover price of 15 cents. This is a demonstration of 
public interest and acceptance unparalleled in publishing 
history. Doesn’t it stand to reason that a magazine that 
can sell itself so well can sell your product too? 


MARKET COVERAGE: The circulation of TV Guide maga- 
zine is concentrated in counties where 97.7, of all U.S. 
families live, and where 98.2 % of all retail sales are made. 
COST PER THOUSAND: Black-and-white page rate, $2 per 


thousand—lower than that of any other major national 
magazine. 


A WEEKLY MAGAZINE...A DAILY HABIT 


ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


. especially when that advertising is guided 
by specific, finger-on-the-pulse knowledge of 
what makes advertising work most effectively 
to sell business. ABP has capsuled that knowl- 
edge for you in a series of aids that will help 
make your businesspaper advertising mean 
the most business. 


Send for these booklets to help make 
your advertising more effective: 


1. BUSINESSPAPERS ... THE “WORKING” PRESS... 
Spells out the function of the business press in 
today’s fast-moving economy. Shows the intensi- 
fied use of the medium by American business 
men. Illustrates effective businesspaper campaigns 
—and tells what makes them work. No charge. 


2. INTENSIVE ADVERTISING ... This is a booklet 
that gets back to fundamentals . . . sets down the 
. points the way to 
greater returns from your ad-investment. If you 
haven't read it, you should. If you have, you'll 
find it good re-reading. It will jog some of the 
basics back into perspective. No charge. 


a-b-c’s of sound advertising . . 


3. MAN IN THE MIDDLE... Eight folders (wrapped 
in a convenient file folder) on copy themes for ad- 
vertising in merchandising papers. Each folder 
analyzes a specific sales objective . . . suggests copy 
slants that work . . . shows typical examples of ad- 
vertising that is doing the job of selling more to 
—and through—dealers. No charge. 


Just write to any ABP member publication or to 
Business Service Department... 


THE 


ASSOCIATED 
BUSINESS 
PUBLICATIONS 


205 East 42nd Street, New York 17, N. Y 
201 North Wells St., Chicago 6, Illinois 
1004 National Press Bidg., Washington 4, D. C. 


very otten. Somehow, we must help 
our dealers to bring in the right peo 
ple. ‘This is ways. 
Perhaps we should name advertising 
first, since it uncovers the “suspects.” 

Our advertising agency, Boland 
Associates, San Francisco, represented 
the Ampex Corp. for the past five 
years, and wisely sold Ampex Audio 
on starting its advertising at the top, 
aiming at top-income consumers. ‘The 
logical these 
top-income people who would also 
have cultivated and sophisticated 
tastes seemed to us all to be The Neu 
Yorker. During our first year (1956) 
we advertised and sold the concept ot 


done in several 


medium for reaching 


stereophonic sound and suggested that 
readers send in for our “extravagant 
brochure.” “They did — by the hun 
dreds — and all the leads were passed 
along to the dealers. With each bro 
chure sent out, we included 
dealers located in the same state as 
the contact. At the same time that we 
were advertising in The New Yorker 
we were also advertising in the hi-fi 
technical publications and selling the 
portable and modular systems to the 
hi-fi fan. The list of magazines has 
been expanded and now 
cross section of the class publications 
such as Holiday and House & 
den. 

The people who write in for the 
free brochure help to build up pros 
pect lists for our dealers. How will 
he get them in for a demonstration? 
Personal contacting by his sales peo- 
ple is one way. Another is one of 
the offers we make available to the 
dealers. Take for example our 1957 
Christmas promotion. 

The “big sell’ period is the last 
three months of the year, for the 
obvious reason that a home music sys- 
tem can contribute so much to family 
enjoyment. The bulk of the stores’ 
volume is done prior to the holiday 
season. To help them take advantage 
of this natural peak in consumer re- 
ceptivity we developed a promotion 
that gave the dealers a special tape 
of eight minutes of Christmas carols 
at a special price. Along with it we 
gave them mailing pieces and mats so 
that they might offer these tapes to 
the public. To every prospect who 
came in and actually listened through 
a demonstration the dealer gave one 
of the Christmas carol tapes, playable 
on any stereophonic system. This pro- 
vided the dealers with a first rate list 
of highly interested individuals whom 
they were able to follow up with per- 
sonal calls. Results have been gratify- 
ing. The 1957 tape offer was a de- 
velopment from a similar offer made 
in 1956. For the 1958 pre-holiday 
season we shall work out a new pro- 
motional idea along the same lines. 


lists ot 


includes a 


Gar- 


One seasonal promotional idea is 
a suggestion for a new and very mod- 
rn “family album’’—a “‘lifetime col 
lection ot stereophonic sound souve 
nirs of trips, vacations, parties and 
tamily occasions.” This is an oppor- 
tunity to promote the portable unit 
which we call the Ampex Caprice. 
Another is ““Teen Tape Parties.” 
Still another suggests that family ‘‘to- 
getherness”’ can be encouraged with a 
home music center as the focal point 
tor tamily fun. Ampex provides the 
dealers with the material for spread- 


ing these ideas around their commu 
nities, through publicity releases, their 
own advertising, or direct mail. The 
ideas are used also in personal selling. 
‘They are proving most successful. 
Dealers who have taken the trouble to 
show parents and their children all 
the fun they can have through these 
Ampex systems — console or portable 

have won real results. Even rock 
‘n roll can sound great when repro- 
duced stereophonically ! 


Training Emphasized 


of our own field 
men and of dealers’ personnel — has 
played an important part in our pro- 
gram so far and will come in for even 
stronger emphasis in the months 
ahead. ‘This is handled through the 
zone managers who in turn are re- 
sponsible for the development of the 
ten district managers. The latter 
work with and train the dealers and 
their people. Periodic sales meetings 
and training sessions are held, empha- 
sizing demonstration techniques. 

If we have learned anything defi 
nite in our first two years in the con- 
market, it is that 
demonstrations sell. 


Sales training 


sume dramati 

In assessing results, we find it most 
interesting that, in our console line 
(as distinct from the portable sys- 
tems), it is the highest-priced units 
that have sold best. Two-thirds of 
the sales are in the top price bracket. 
The portable group still leads in sales, 
but the consoles are forging ahead 
steadily. 

The going from here on is sure to 
be rough. All of the major factors in 
the music equipment industry are get- 
ting into stereophonic sound and hi-fi 
units also are coming in from Eng- 
land, Germany and Japan. Each will 
probably find its slot in the American 
market. But we are still going to 
shoot for that real small group that 
represents the cream of the crop. If 
we can get and hold on to our share 
of those people who want the best, 
recognize and appreciate the best — 
and have the money and inclination 
to buy the best — then we shall be 
happy. @ 
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When a man reads his businesspaper he has 
one practical motive in mind. That motive 
is profit. For his business. For himself. 


He reads carefully, thoroughly, searchingly. 
He’s alert to news of the trade or industry. 
He’s receptive to fresh ideas, new products 
that he can put to work. To anything, in 
short, that spells profit. 


For these reasons, the man who makes de- 
cisions in business reads businesspaper ad- 
vertising with the same concentration he 
devotes to the editorial pages. And .. . for 
these same reasons, there’s no better place 
for you to concentrate advertising than in 
the businesspaper he reads — for profit. 


No advertising is better than the 
businesspaper it appears in. 


From your knowledge of advertising, you're 
aware that a publication’s worth as an advertising 


MEN WHO READ BUSINESSPAPERS MEAN BUSINESS 


medium depends on its editorial strength. Youknow 
that your advertising gets maximum results in the 
publication with the greatest editorial strength. 


There are two simple ways to determine which are 
top publications in their respective fields. One: 
learn to recognize the ABP symbol—a symbol of 
editorial independence and publishing integrity for 
more than 50 years. Two: investigate paid cir- 
culation. People read publications they pay for. 
And all ABP papers are bought and paid for. All 
are audited by ABC. Currently, more than 3 
million subscribers spend more than $15,500,000 
a year to read them. 


Place your confidence and your advertising in 
ABP papers. You can be sure they’re 


read by men who mean business. 


MOST OF THE BETTER 
BUSINESS PUBLICATIONS 
DISPLAY THIS SYMBOL... 


LA INE _ CHICKEN 
ILI CON CARH LASAGN RAVIOLI 


WITH BEANS m BEEF » SAUCE 
= 


IXL now is more than the brand name. It is also the on the front, with a description of the contents. The new 
company name. The former Workman Packing seeks brand label color is clear, chrome yellow, replacing a dull brick 
identification, label clarity. The old package was cluttered, red. The illustration now appears on both sides of the can. 


How to Reorganize a Company 
So You Focus on Point-of-Purchase 


Financial management, which took over IXL Latin type 
foods three years ago, considers these steps only a means 


of reaching their goal: 


2. Plant modernization 


Establishment of new brokerage system 


First Steps, Only . . . Which Make Possible The Goal 


|. Installation of modern business methods ® Improved 
Packaging 


3. Upgraded product quality bad —— 4 
Merchandising 


Definition of a customer @ Improved 
Advertising 


TV commercials in 27 West Coast 2. inadequate merchandising ; 
re currently inviting house- 
wives to change the pace—and ease 
the preparation—of family meals 
g an Italian or Spanish dinner. Bold programs initiated on all 
1e sponsor: IXL Food Co., San three fronts have brought the com- 
Leandro, Calif. The budget pe” for pany much widened distribution and 
an investment of $400,000 between initial sales increases of 600%. In the 
Mav 1 and mid-November. The TV three-year period, the volume on the 
spot sales program is supplemented company’s Italian and Castilian style 
by ROP newspaper color advertise- foods alone gained by 300%. These 
ments. gains mark the beginning of a spec- 
When. three vears agp. & new man- tacular comeback for one of the 
weent wou tack quae the 121, West’s oldest specialty canners, dating 
lee back through acquisitions and mergers 
to 1895. 
All three of the original small com- 
panies making Latin type foods were 
1. poor packaging; started in San Francisco. Brought to- 


practically no advertising worthy 
of the name. 


and line of canned specialty foods, 
it found the line to be suffering from 
three major sales handicaps: 


58 


gether as Workman Packing Co. in 
the early 1900’s, the company ex- 
panded from local distribution into 
southern California and the _ inter- 
mountain territories and by the early 
1930’s was doing well. But the busi- 
ness remained more or less static de- 
spite a line of products (tamales, en- 
chiladas, raviolis, mushroom sauce) 
regarded as of sound quality, and a 
brand name (IXL) known and popu- 
lar with retailers and consumers. Dis- 
tribution was limited pretty much to 
northern California, although plaut 
capacity had grown and forced the 
move in 1950, to San Leandro. 

The group of San Francisco Bay 
business men associated in the food 
business, who moved into the picture 
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Is $17 


too much 


to pay 


for one sales call? 


your money back — with a profit. But 

with selling costs coming in for close examin- 
7 seems a hefty cost-per-call. 

cularly when you realize that the average indus- 

rial salesmar y five companies a day. 

Simple arithmetic shows he’s lucky to reach three key 
1 300 accounts twice each year. 

The big job is to make sales calls more productive, to 


get more results from salesmen. 


In the $130 billion Metalworking market, for instance, 
there are 13,000 plants with over 50 employees. Even 
with a top sales crew, an industrial supplier has trouble 
getting into each of these key firms. And it’s almost 
impossible for him to reach all the men who must say 


“ves” for the order. 


But we’re working with these men every day. As a 
publication for production engineers and executives 
in Metalworking, American Machinist is accepted as 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 
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a “tool” of their jobs. And these are the 
that your salesmen want to see and sell. 


Advertising in American Machinist is a simple, 
straight-line way to get greater results from your 


costly investment in direct selling. 


In American Machinist’s solid-production editorial set- 
ting, advertising pre-sells your product to technical- 
minded (and hard to reach) production men. Specifi- 
cation and application copy is at work before, between 


and after vour salesman’s calls. 


Thus, calls are made more effective, selling time more 
productive. Costs go down because salesmen are 


} 


closing sales —the job they’re best designed to do. 


This idea isn’t new. It’s just a timely reminder that 
this is a good time to increase sales efficiency in Metal- 
working by increasing your advertising to the men 
who make the buying decisions in this major market. 


American Ei) 
Machinist 


in 1955 thought they knew what was essing which rank tops for production southern California, west Washing- 
wrong. They brought with them of specialty foods on the Coast; ton, east Washington, Oregon, and 
enough new capital to implement thei: : Salt Lake City-Idaho. For each major 
a “ae 3. upgraded products all the way 

he move , ae territory, a sales manager was added, 

Saal du back to the raw materials going into . wou 

directly influ ee el eM ee eT a assigned to work with brokers and 

tne an ade o ne rodaucts: . . +s 
chandising and their men and establish liaison be 


chili con carne, and Lasagne (egg 
tween the company and its customers. 


iS 
omen noodles with beef) ; 

5. defined customers as being the 
direct buying chains and_ quality 
wholesalers 


set up a new brokerage system 

aaa, calcined with volume potential due to be in 

creased 50% on completion of the 

moderniza m int program, changing from one ex The ground was now cleared for 

gram, now near completion, clusive broker who operated through ving the foundations for promo- 
g an expenditure of half ; field brokers, to o.1e in each territory in tional efforts. 


nillion dollars and providing build- which LXL intended to operate. This Responsible for the new look is the 


1 
VOLVINS 


methods of pro gave coverage for no thern California, management group consisting of: 
Henry Howard, president; Paul B. 

Butler, chairman of the board (as of 

ecember, 1957); H. P. Huebne: 

president and treasurer; and Lou 


ONE OF THE FIRST 100 MARKETS iffatto, in charge of sales. 


QUAD-CITIES MARKET DATA (ierecmmamme 


When the new management of 
ROCK ISLAND, MOLINE, EAST MOLINE, ILL. AND DAVENPORT, IOWA IXL looked at the firm’s packages 


ed these weaknesses: 


1. no relationship between the 
brand name on the labels (IXL) and 


s . 5 I 
indis num er 1 the company name (Workman Pack 


ing Co.) ; 


- 2. a heterogeneous collection of de 
owns a e ra id signs, hence no family resemblance 
between the various products; 


> 


t ti * WHBF 3. obsolete designs; 
4 a ion iS 4. lack of distinction . . . the pack- 


ages did not stand out on the shelves; 
Yes, WHBF is first among 68 downstate 5. complete absence of positive sell 
Illinois stations—and WHEBF is also first in the ing features 
populous Quad-City market, according to NCS ra 
No. 2. 


inadequate range of sizes. 


The remedy was a complete re- 
Retail sales in the Quad-City area are above design job, preceded by a change in 
the national average. Rock Island, Moline, East the corporate name to IXL Food Co. 


M - hae so as to take full eg of the 
Moline are rated "preferred cities" by Sales FOE. eases om dw tel. Cain of 


Management magazine. the design and the appearance of the 
° ° label were upgraded to be commensu- 
, If your plans for fall and winter promotion rate with the quality of the can con- 
include a strong effort in Western lowa and | tents. The company aimed at brand 
Eastern Illinois, you can profit by an advertis- identification, clarity, appetite appeal, 
ing investment in WHBF radio. a clean, sharp appearance for the 

brand name, name of product, and 

Your inquiry for complete market data and serving information. 

availabilities will be handled promptly. Originally, the range of can sizes 
had been a one-pound can, an 8-ounce 
size and a buffet type. To these a new- 
comer was added—what the company 


CBS FOR THE QUAD-CITIES called its “family size can.” The 40- 


AM ounce package was designed to serve 

four persons amply. The thinking be- 

TV hind the introduction of this new size 

was twofold: a) families are getting 

a Slow larger; b) housewives are becoming 

For Market or Coverage Data Write or Call : accustomed to spending less time in 


AVERY-KNODEL, INC. the kitchen. IXL’s management also 


ee Merion Gorken of WHOF. Rock Isiend. iil. kept in mind that many housewives 
work, either whole or part time, and 
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MEMO 


ro: All Katz Associates 


rrell 
gh overage Survey # 


OKLAHOMA 
FROM: J 43-1958 


1+: Nielsen C 
“ne possible with 1958 


m as 
Please see all time puyers 80° 


Nielsen #3 information. 
Stress the one basic fact that: 


Based on monthly coverage 


2nd station. 
WKY-TV delivers 7, more homes than the 
wKY-TV_debiver= —— more homes than EX 


tation. 


the 3rd _8 
ivers 437, more homes than a 
— — coverage show the § 


for weekly 
(Incidentally, the figures he other stations. ) 


-Tv andt 
£ guperiority between WKY TV 


8 


pare y market. 


npn included. 


tates is 
in adjoining § 
ty coverage 
No fringe Coun 


A a ~—~~—S~—T 


> 
ton 


y) 


; 

Nie Sek \ ASK YOUR KATZ MAN to show you the A.R.B. 
\\ 

/ 


\ 
N 


figures, too. The combination of #1 coverage plus #1 


\ viewer preference is the reason why more people 
= make up their minds to buy while watching 
vA WKY-TV than any other station 
ew 


in the area, 


“WKY. TV ssa, 


WKY Television System, Inc. 

WKY-TV, Oklahoma City; WKY RADIO, Oklahoma City 
WTVT, Tampa; St. Petersburg; WSFA-TV, Montgomery 
Represented by THE KATZ AGENCY 
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vholesome meals he company does not consider its worth his while. It cannot be a one 
put together. packaging program ‘“‘closed.’’ Con shot proposition: he must be convinced 
t lation is seen as neces- ‘ustomers will come back fo 
again and again, or he will 
‘o emba ked on c interest, no matter how attractive 
na kets a Tt rive ] | leal may look. Having 
nm mind one t | assure ; ind basis 
he highway to 
hrough dealer ac- a quality prod 
ll. How is th: ner to make p1 


ip an inte ited p 


se 


im for wholesalers and 
mat point-ot-p 

: ' 
1¢ elope 
} 1 


WmWDp 


delivered to youexclusively by AMO7EL 


Many fringe publications (hotel urist court, resort, etc.) nibble at the edge 
of this vast $2 billion motel-motor hotel market, but only AMERICAN MOTEL 
goes straight to the center, and delivers the necessary “buying power” Convincing Customers 
Over 58,000 motels, but like all markets there is both wheat and chaff ‘7 
AMERICAN MOTEL’S exclusive “BUYING POWER AUDIT” to be issued this 
Dece ver) 


It will peg buying power both by individual subscriber and total circulation 


ls offer was tried out 1n % 
1 the Northwest last fall; is 


der wav in southern and 


mber, and every six months thereafter will do the separating for you 
ET a Ss ahs als i. 
ee n nia. e thinking be 
nanagers an exact measure of sales potential — not a projection ilifornia , n hinking t 
an audited report lind it: istomers who once tr 
be convinced by thei 


these 


id media data is now available upon request. Remember, 
this market five years ago or even last year is not necessarily mvenience 
next year. Rapid market growth has meant rapid market MAY USeTS. ANIMAL FESpOrse 
lan ahead, know ahead! t 
1 good will 


ant ire 


959 “MOTEL MARKET AND SALES ANALYSIS” outlining current market trends 


} 
t 
! H ai 
affect sales and advertising programs 


naintained by othe 


- ' t ¢ ’ re ners ni ~ rr. ¥ I 
te New Motel DISTRIBUTION STUDY showing sources of supply for 42 products broken ih be al - + 
down by motel size and location Xal >, In january | 8, when IXL 
ry : rr mtry int the 
% New motel CONSTRUCTION STUDY showing who makes the purchasing and planning gay sam i Into “+ Los 
decisions for new construction ivele rke ith its full line on 
% New 1959 “EDITORIAL FORECAST” — ready now so advertisers will not have to 
plan sight unseen ompany 
% New, READEX REPORTS to help advertisers evaluate copy slants for this new and Leadin 


distinctive market 


, ; 
rrocers and tood me lan 


9 
ising people an wives were in 
more pages of motel advertising in AMERICAN ted to a Latin Foods and Fashions 
market or fringe publication, because they know if party, staged at the Beverly Hilton 
a motel operator has buying power, he reads... ‘1. The invitat announced 


ne latest fashion cre 

m Europe’s top designers 

the House of Fontana Sisters in Rome 

nd Madrid’s House of Fashion 

Patterson Publishing Co. @ 5C South Wabash Ave. @ Chicago 3, Il. dro Rodriguez.” The guests were 


SAI MANAGEMENT 


GRAND RAPIDS, MICHIGAN [( 


One of America’s 


TOP TESTING 


MARKETS 


ISOLATED MARKET -— 147 miles from Detroit. 172 


miles from Chicago. 167 miles from Toledo. 


BALANCED ECONOMY —600 manufacturers in over 


300 diversified industries. 


TYPICAL POPULATION—338,100 (Metropolitan ei - . -_ ROP COLOR 


Area) —92°; native born. 8°; foreign born. DAILY 


HIGH INCOME-— Fffective Buying Income: $6,109 per 


household—3°; above national average. 
SPLIT RUN COPY 


EXCELLENT MARKETING FACILITIES— ACCEPTED 
Grand Rapids is the wholesale and retail marketing center : 

of the 23-county West Michigan area. 

FAVORED FOR TESTING— Companies who have 

already tested products in Grand Rapids include: The Toni 

Co., Pillsbury Mills, Lever Brothers, Proctor & Gamble, 

Colgate-Palmolive, Battle Creek Foods, Bristol-Myers. 


SATURATION COVERAGE Soa ning 
. ONE LOW COST SM sry Seti a | am 
100°, family coverage of the Grand Rapids City Zone and - 
63°; coverage of the Retail Trading Zone is now possible 
through the combined circulations of The Grand Rapids 
Morning Herald and Evening Press. And this coverage is 7remin Hlas 168,598 circulation’ 
available at one low rate—50¢ per line. 


hs. 
Mia = Combined Morning & Evening 
*ABC Publisher Statements, March 31, 1958 


THE GRAND RAPIDS PRESS 
EVENING 


THE GRAND RAPIDS HERALD 
MORNING + SUNDAY 


National Representatives: SAWYER-FERGUSON-WALKER COMPANY, INC. 


Booth Michigan Newspapers 
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told that the food “would be prepared 
inder the direction of two world- 
famous chefs, Anselmo Savini of the 
Excelsior Hotel in Rome and Angel 
Caceras Maranon, chef at the Castel- 
lana Hilton in Madrid.” The chefs 
were brought over for the party by 
1X models from the two 
fas} houses named. 


ishion 


Ly is were 


To Please the Ladies 


each of the chefs 
epared one of his specialties and 


For the dinner, 


ncluded on the menu—as it came 
from tt more of the 
[XL items. The main reason for add- 
1g the fashion show was to attract 
nd 


re Can one ot} 


interest the women of the party, 
since women do most of the buying and 
their approv al is necessary if a prod- 
t is to win long-term favor. About 
1000 attended the Los Angeles party. 
When a similar affair was put on 
shortly after in San Francisco, at the 
Mark Hopkins Hotel, about 600 food 
men and their ladies were the guests. 
The San Francisco celebration 
and to some extent, the one in south- 
ern California as well—was billed as 


i “Thank You” from IXL t 


trade. Initial sales gains in the IXL 
“convenience” delicacies “‘prepared in 
the Italian and Castilian style,” the 
company told its guests, totaled 
300%. “Officials of IXL wish to 
celebrate this with the friends who 
made this remarkable gain possible.” 
The prestige build-up for the IXL 
line and the good will engendered by 
the parties, are considered by the man 
agement of the company to be very 
real but immeasurable. 

Outside of trade circles, small din- 
ners featuring the IXL foods are put 
on from time to time for women’s 
organizations, various types of clubs, 
Scout organizations, etc., usually to 
help them to raise funds. It is con 
sidered by the company to be a good 
means of sampling, if not overdone. 
Grocer tie-ins can sometimes be 
arranged. 

When IXL decided to begin con- 
sistent advertising its executives faced 
an unpleasant fact. There was no 
doubt that meals in cans had fallen 
behind in consumer favor. The advent 
of the quick-frozen dinner and of 
frozen foods in general might have 
had something to da with it; also, a 


factor [XL official 


admitted, was 


What do you do when you 
have a product so new ever\ 
one wants to buy it—aside fron 
sending up a tew resounding 
heers? And what happens 
you can't immediately gear 
yroduction to meet the demand ? 

The American Photocopy, 

was taced with 

1 when 

ills 

top, plastic laminating ma- 
” "The “Ply-On Lamina- 
seals business papers and 
iments in a thin layer of 
rve, protect and 
It sells for $275. 
*mma-solver: the 
*ry or meat market 
: 1 numbe 
giving each 


numbe 


o introduced 
the New Yo k 
in °57, leads 


on ompaniles, jast 


ess Show late 
: f 
to Oast. Lhen Apeco decided 
on engineering improvements 
before launching full-scale pro 
duction. The company wrote a 


thank-you to inquirers, expla 


“Take a Number, Please!" 


Even after the 

t out inquiries con- 

ome in. 

‘gistration form was 
sent out with a covering letter. 
Ihe customer was given an op- 

and a priority num- 

re him a fair spot in 


ence of delivery. Apeco’s 


astics Division sales manager, 
Arnold Perry 


he “number 


who thought up 
please” idea, says 
of registration forms 
resulted in firm 
orders, pending product demon- 


recely ed hav e 


stration. 

So successful has been the 
priority system that Apeco has 
ncluded a space on the re; 


gistra- 
ion form where the prospect 
note applications he has in 

TO the 


\ flood of suggestions 


laminating ma 
has 
A Texas insurance 
ompany plans to use the ma- 
id reprints, testimonial 
letters, sales literature. An Ari- 
zona machine parts manufac 
rer intends to laminate service 
manuals and catalogs. 
All this with a machine that 
has never been advertised and is 


nowhere in se 


} 
line To 


it present! 


the ill will generated by a few spe- 
cialty products which were inferior. 
The company knew that what it had 
to offer was the best that could be 
provided in cans. But how convince 
the housewife? How restore glamor 
to canned dishes? 
“can skepticism” ? 

A program was worked out which 
would 


How overcome 


forward 
the convenience of the [XL products 
for busy housewives, and emphasize 
both the appetite appeal of the well 
seasoned Latin type foods. 


simultaneously put 


Priming the Palate 


“Dreaming of a little sidewalk res- 
taurant at the Italian Riviera where 
you can enjoy one of those out-of-this- 
world dishes for which Italian cuisine 
is famous? Well, dream on... but, 
meanwhile, get a can of [XL Lasagne 
or Chicken Ravioli... heat ... and 
”and so on. A “Castilian 
Style, too,” head featured Chili Con 
Carne with Beans. 

The company started with black- 
and-white newspaper display space 
and radio up and down the Coast; 
then added outdoor in selected mar- 
kets. Results were good. But, not en- 
tirely satisfied, the company decided 
that color was needed to do the foods 
full justice. In 1956 it went into ROP 
color in all major newspapers on the 
Coast, using full pages and picturing 
in bright, natural color, the various 
dishes against a background of gon- 
dolas, blue Mediterranean water and 
similar romance. ‘To- 
night! Serve these Masterpieces ot 
Italian Cuisine!” 


serve 


touches of 


was the heading 
ised in one full-page advertisement 
“With one 
in ot Chicken Ravioli 01 
Lasagne, a green salad and some 
toasty, crusty Italian bread, + lucky 
people can dine in grand style.””) The 
dishes were pictured in natural colors. 
[he company continued to supple- 
ment its newspaper program with 
radio and outdoor. 


-aturing the 4+0-oz. can. 
“1 
TamMilvV-size 


The advertising was continuously 
merchandised to the trade, with ad- 
vance information on when and where 
the copy was to appear, so that grocers 
might tie in on the local level. IXL 
and broker and Ww holesaler field men 
helped to stimulate such tie-ins and to 
help grocers make their participation 
effective. 

With the current year, IXL in- 
creased its advertising budget 100% 
tor the first six months of 1958, mak- 
ing the firm the largest user of ROP 
newspaper advertising of foods on 
the West Coast. Recently, advertising 
has been extended to the Salt Lake 
City territory. Compton Advertising 
Inc., is the agency. @ 
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“IT’S GREAT WHEN SOMEONE ELSE* 
SAYS YOU’RE BEST AMONG MAGAZINES” 


* In a study conducted by Pulse, Inc. for ABC-Television Network during April, 1958, 
1029 women were interviewed in the cities of New York, Philadelphia, Detroit, Cincinnati, 
Atlanta, Chicago, Dallas, Fort Worth, San Francisco, Seattle and Tacoma. Here’s what 
they had to say about magazines: 


Question: Which magazine Good Housekeeping . 
would give you the Reader’s Digest 
most confidence in Life... . ++: 

True Confessions . 

a product and, per- Confidential . 

haps, get you to No Preference . 


buy the product? Total 
Base 


It’s just another confirmation of the truth in “Win A Woman’s Confidence... And The Rest Is Easy!” 


Good Housekeeping 


A MPEARST MAGAZINE 


CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 
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How Long Has It Been Since 
You Revamped Your Hang Tags? 


... Or are you still trying to sell without them altogether? 
Tags have long been familiar on soft goods, but now 
they're frequently found on glass pitchers, pianos, hard 
goods. They help the customer and assist salespeople. 


By JAMES C. CUMMING, 


Vice-President, Anderson & Cairns, Inc. 


re, or textiles or similar products 
} 


nas as 


ink time-honored hang tag 


y 


and personnel 
General Electric \ sumed new and vastly increased im 
portance, 


1e innual convention 
That is why right now is a good 


the National Retail Merchants’ 


\ssociation Its intortunate that time to re-examine all your hang tags 


, 
to 


there were not as many sales man- to see whether they measure up 
\ . pane 


wwers as retailers in his audience. The ; the work they have to do under 
ibject of his talk—how to step uy today’s dificult selling conditions. 
They have a double load to 


retail sales rorce 
First, they must supply t 


he 
nformation to the salesperson S 
in find the answers to ever} que 
, ' , 
istomer will ask. 
scond, they mus 
your product dire 
e shopper 

} 


know 1OW 


‘ : 
nand l 
anv more, they don 


Women's Wear Daily 


stores and 


' 


booklets ne content 

ind, most portant « I] und care of the merchandise would 

information 1 1 tad. ncluded. In Houston a preteren 
it about or woven labels was expressed: the 

to stay > merchandise. 


are sur 
In Denver, buvers cited the g 
ot new fabrics, new Dlends 


d new finishes as an important 


reat 


inderscores the need for 


ttached to washing or cleaning tructions. 


One 
ike a food Denver buver ah istomers 
pack ige ‘om int re today nd know 


] 
seiiing 
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/ Actually, total effective buying income of more than $2.9 billion 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 


e THE FRESNO BEE 


/ More retail sales than Arizona and Montana combined 


/ Not covered by San Francisco and Los Angeles newspapers 


Proper coverage of the vast California market requires getting 
your story into the inland valley; it’s untouched by newspapers z& 
dg 


from over the mountains. Only the Bees get the valley-wide Ss 


readership you need. 
Data source: Sales Management’s 1958 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE 


‘i in the newspaper field, oni McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
only oes, Teqeeney ee: 
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agazines an 
television 
this informatior 
iid in selling a garment. 

In Philadelphia one buyer men 
the exacting instructions on 
appliance hang tags, which he 
‘re almost a guarantee of dura 


with pr -r care. his, he 


- trom buvers 
Richmond. Th: 


that most stores will not re- 


buyers 


the tags if they carry the nam 

the fabric, the percentage of fiber 

ontent, and information about hou 
care for it. 

In Washington a buyer mentioned 
he tags of Galey & Lord and Dan 
River Mills as being close to perfect 
trom a retailer's point of view, and 

ished that more fabric houses would 

ve as much information. 

Don’t let the fact that you put full 

lling information on the outside of 

artons lull you into a talse 

t complacency. When you 

is removed from the carton 

tor use as a floor sample, what hap- 

pens to your sales points ? That's why 

the right tags are particularly impor- 

tant today on major appliances. This 

s documented by a recent studv of 

tags in Gimbels, N.Y., as part of 

the Rothchild Printing Company's 

Continuing Study of Tags. The re- 
port on this survey stated: 

‘Since the early days of merchan- 
lising, tags were associated with soft 
While it is still true that a 
majority of soft goods are tagged, the 


trend I 


foods. 


toward tagging 


las Sp! ead to 


nearly every other department in the 


store. In some categories like house- 
Wares the trend 1S obvious, but the 
tag has also moved high up the lux 
ury ladder to the piano and to such 
previously untagged items as_ glass 
pitchers.” 

In the course of the survey the tags 
found in Gimbels included button 
tags, string tags, tags stapled on and 
tags especially fitted. ‘There were 
small tags that contained no more 
than the manufacturer’s name, and 
there were booklet tags 16 pages long. 
The survey reported that although 
the tags were highly individual in ap- 
pearance, they all had the same ain 
to increase sales by helping the cus- 
tomer and the They 
achieved this aim by their shape, their 
color, their art and their copy. 

Still more specific was this report 
by the Department Store Economist 
on the results of an opinion poll 
among buyers and merchandise man- 
agers on the subject of informative 
labels : 

1. 98¢¢ of the buyers believe that 


hang tags help sell quality products. 


salesperson. 


2. In answer to the question, 
Whom does the tag help most?”, 
42% said, ‘the customer” and 58% 


‘the salesperson.” 


> 


3. 65% of the buyers felt that 
tags for most products do not carry 
sufficient practical information, while 
35% were satisfied with current 
labeling. 

4+. In regard to specific suggestions 
improving information-value, in 


of importance: 


characteristics. 


ANSWER: 


\Iontgomery 


County 


Population data: page 102 
Retail Sales data: page 11( 
Effective Buying Income data 
I'V Coverage data: page 94 


Get the Whole Story! 


Study the consumption pattern of your product. You will find 


that the demand for it is determined 


You can't judge a market by a single factor. It's bad business 
that could lead to no business. Each market has its own set of 
local characteristics. For example: 


The county ranked 53rd in U. S. population, is 50th in retail 
sales and 40th in Effective Buying Income. And it has the great- 
est percentage of TV homes coverage (99.6%). 


What is the county? What is its principal city? 


Ohio. Principal city: Dayton. 


Source: The May 10 SALES MANAGEMENT Survey of Buying 


y a few significant 


104 


wanted more copy on the 


care of the products. 


100% 


96% wanted more instructions on 
what NOT to do to the product. 


79% wanted an explanation of the 
physical description of the prod- 
uct. 


60% stressed better brand-name 

identification. 

56° wanted detail 

ontents. 

What tags would be best for you 
to use as models when you re-examine 
vour own labels? In their answers to 
surveys the retailers were 
quite explicit in mentioning the tags 
they feel do the best job. [In soft 
goods, the Wings Shirt tags won 
kudos for their copy on guaranteed 
color. Kaynee tags are liked for their 
size and washing instructions. Mc- 
Gregor tags are liked because of thei: 
‘olor and design, their brief, informa- 
and the perforated price 


various 


tive copy 
strips which may be removed for pro- 
motions, 

In the appliance field, the tags most 
liked are those of General Electric 
Hotpoint, Hoover, Philco, Sunbeam, 
RCA, Magnavox, and Mirro-Matic 
Percolators. An especially enthusi 
astic word for Westinghouse tags was 
spoken by a merchant jin Traverse 
City, Mich., who said, ‘‘Westing- 
house small appliances outsell all 
other lines in our store because of the 
hang tags. Inexperienced salespeople 
have no difficulty in making sales.” 

In the home furnishings field the 
tags specially cited included those of 
Everfast, Heywood-Wakefield, 
Drexel, Simmons and Bates Fabrics. 
The St. Marys’ Blanket tags were 
described as “well designed and in- 
formative’ and the Cosco tags as ‘“‘a 
good size tag of 6 x 12 inches, in- 
formative, colorful, excellent instruc- 
tions.” 

We hope that stopped you, because 
this may be as good a time as any to 
ask the question, how big should your 
tag be? The answer is, big enough to 
tell your full selling story. 

Dow Corning Corp., maker of 
Syl-mer silicone finish for textiles, 
gets the whole story on a double-face 
3 x 34-inch tag die-cut in the shape 
of the Dow Corning trademark. 

For its automatic toaster Westing- 
house uses an eight-page booklet tag 
which goes into full details of opera- 
tion and care. 

It’s not a matter of size; it’s a 
matter of what you say on it or in it. 
It’s also a matter of doing your tag 
for with today’s condi- 
tions of minimum service or self-serv- 
ice, you’re missing sales if your tags 
don’t sell your product. @ 


revisions now, 
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| < Digest 
V—all advertising in — Diges 
| will appear next-to-editoria 


Now every 
TOT lars a 1 
your advertising dol so Pee 
7 ways you ‘gest oppos or 
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ios a almost forgot the iMportant thing! 
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Kodak 


TRADEMARK 


7] 

Iss young Su, 

* ties ine 

home tent 
= FOCTSCh » 


l¢ 
ine a ‘ie ’ 
% loc . and * y 
oO 
it work On a. 
| ha 
cupy vou fa, , 
phone ring. 


that you ar, 


t 


ruicsts are c On v 
a "ine 2 “Mn 
prmnadgen my. 
(He hims, If 4 
he 

rv until hg Wa 
5 

Dr. Hals,, 4 
ung anythj,, al 
i POSsib), ly 
renius’s en, 
gen au H Th, 
surgery. © de. 
’ 

conditions Ones 

-ancer of thy h 
zoite He ,"'s 
goiter. € dig 
anesthesia ia One 
modern Pain). 
: § 
ducec 4S8eprj, Sy 
, ume Whey, : ' 
F ; 
wessive hor, r 
ie WAS the ¢ 7; 
ne : firs 
during Pera 
. f 
nated = tm 
a Pai 

today. 


c, 
was the Sy Mp, 
aler, wilj; 
hea a ‘ Np ' 
ing scNedy],. to] 
ay fears a. 
all A and ' ty 
roon ad thal 
strict discj,)). ~ | 
strict ee, ] lay 
erate ing ‘ 


In planning your 1959 advertising schedule 


consider these 7 new advantages 


in Reader's Digest 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


4-color advertising for only 13.1% more than black & white 
Half pages in U.S. Edition for the first time 

2-color advertising at the same cost as black & white 

All advertising placed adjacent to editorial matter 
Bleed-page advertising —40% more space—at no extra cost 
New 11,750,000 circulation rate base 


Lower cost-per-thousand for 4 colors than any other 
major magazine offers for black & white 


, — »? nw s 

> mili iers ich MONTD:. Three factors ' aders 

make advertising more effective in the Digest. It tens : 
pes : ° 

has not only the largest magazine audience in the i 1954 Digest 
F —_ 

world, but the best coverage of the top-income — serve. a me as 

rroups. And it has a built-in believability unmatched Now Mongary+ out Fought for Pretom 

iny other magazine and unapproached by any =e 


other medium. Put :Reader’s Digest to work for you 
ill through 1959. Call MUrray Hill 4-7000. 


ADVERTISING REVENUE $1,787,966 


Average per issue) $1,500,830 
itil saa $988,743 
—_ : oer ewerns cere oe 


PR.-DEC YEAR YEAR JAN.-JUNE 
55 195€ 1957 1958 — ‘ 
ee ee a SS, People have faith in 


So far in 1958, advertisers have invested 19° more e . 
in Reader’s Digest than in the same period last ¢ 1é Ke l¢ VS ] yj ( d€ \ ST 
year — proof of their successful use of the magazine. C » me » 

Cc 


Largest magazine circulation in the U.S.— Over 11,750,000 copres bought monthly 


DUTCHESS, a German Shepherd, res- 
cued this 10-year-old girl, and became 
Ken-L-Ration’s 1958 gold medal winner. 


Life-Saving Lift to Dog Food Sales 


Applications are now being received by Ken-L-Ration for 
hero citations to dogs that have saved lives, routed thieves, 


located injured people and performed other feats. Next 
summer the firm will select its sixth Hero of Heroes Dog. 


ate I \ gust 
female was the center of attrac- 
at the Palmer House Hotel in 
go, where she received a $1000 
’.S. Savings Bond, a wool blanket, a 
plaque — and a gold collar-leash set. 
The female, a German shepherd 
from Excelsior, Minn., was cited by 
Ken-L-Ration as the Dog Hero of 
Heroes for 1958. This was the fifth 
annual affair held by Ken-L-Products, 
1 Division of Quaker Oats Co., in a 
program which not only honors Man’s 
Best Friend, but also serves as an ex- 
ellent public relations and sales pro- 
motion vehicle. It is one reason why 
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Ken-L-Ration is considered to be the 
world’s largest selling dog food, with 
sales increasing each year. 

Dutchess, this year’s award winner, 
had the gold medal hung around he1 
neck by Robert E. Gerstung, a Con- 
gressional Medal of Honor winner 
for heroism in Europe during World 
War II. The child whose life she 
saved, 10-year-old Linda Phillippi, 
stood proudly beside her and shared in 
the applause of more than 100 guests. 

The deed that won the top award 
for Dutchess took place on a small 
lake adjoining the Phillippi property 
near Excelsior. Linda and two of her 


brothers, Johnny, 11, and Matthew, 
riding with their father in 
hydroplane. When 


idle ot the lake 


6, were 


} 


his homemade 


they were in the mi 
and turning toward shore, 
began to swamp and turn on end. 

Only the father, Donald J. Phil- 
lippi, and Johnny could swim. Linda 
and Matthew tried to hold onto the 
sinking boat, while their father stn 
gled to keep their heads above water. 

Dutchess had witnessed the acci- 
dent from the yard. When she saw 
the children in the water, she imme- 
diately plunged in and swam to the 
scene. The father, hanging on to 
Matthew, told Linda to grasp the 
dog’s collar, and Dutchess towed the 
floundering child 150 yards back to 
shore. 

A neighbor from the other side of 
the lake, who had seen the accident, 
arrived a short time later in his boat 
to pick up the father and two boys, 
just as Dutchess was on her way back 


the Doat 
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out into the lake to rescue them. 


Juaker Oats and Ken-L-Ration 
IT’S LOGICAL. - — : u ‘a Pace Pe enthusiastic” 


ce station opera- will sell 
undesirable” issi 


award competition 
since they feel it is 
will gesture by the dog food division. 
over is their lack of p "he award was first offered in 1953 
in the commission set-up. h F t t with only tentative plans to make it 
“ss ; are ay - : 

Many dealers are either unhap t © as es an annual affair, but the reception by 

py or getting out. The trend is well pees ; 
us to our quest for good | conn Se pre Wee Oe POC Tee A 


. 4 i il 
businessmen as dealers.” Growing was decided to carry it on. 


commission plan of pric Applications for awards 
P “ay — mitted in September each 
Newspapers sulilitioy 4s ton 

Must be the Best! escues a human from 


dange 


a genuine sood 


bec omes 


heros certificat 


pre and with ! re dollars tc 


l ven a I 
I ! - by *n-L ation. He is then a can 
Exp 1c] 


meee ss Courter : : lidate for the ro of Heroes award, 
ng newspaper 5.9° of the families i iffal 
i circulation and adverti 
ing linage standpoint 
CIRCULATION GROWTH can’t fail to 


mean newspapers that 


. ~ ppre matrely 70 dogs vea re 
and more than 1/5 of In the y - 


a 
County Western New 


FOR SATURATION 


people like to | 
ead regularly bead east , ee ae ot three judges, and in 
LINAGE GROWTH indicates that user “tape date has been a unanimou 


re finding that , r , ' 

} nips the ( i ‘ , lalo and t irrounding & yuntie 1OICce, > jud incidentally 
FOR neceuee ESS a , , rn ae langed every vear. The 1958 ju 
| ] nt tT I oO naay 


or your dollat nsisted of Dr. J. G. Har- 


res 


f 


Member: Met ne Networks 


Representatives: 


Buffalo Courier-Express | ,“°"“\"*% 


Pacific Coast 


® arton consultant to 
Western New York’s Only Morning and Sunday Newspaper Doyle & Hawley roducts Din on 
Ua » y isi Ile 


Judges awarded prizes to the f 


} tO IO 


] Ip dog he oes whose owners 
; received bonds in denominations of 
Gateway to — $230, $150 and $100 a 
ie > ae ver-plated leashes and collars. dog 

the MOON a and a six months’ supply of 
4 such feats 
injured 


‘rsons and g | idren 


the valuable prizes for her act ot 
is right now enjoying some 
ling more desirable as far as she is 
oncerned—a whole year’s supply of 


Ken L-Rat on. ° 


heroisn 
+} 


Down in Orlando, Fla. we have just started print- 
ing on our big new $212 million (including building 
and color gadgets) 8 unit Hoe Color Convertible press, 
fully equipped with all the latest devices to insure the 
best color printing possible 


How are 


Your Brands Doing 
Full color isn’t new to us 


Hundreds of marketing execu- 
We've been doing it for over ten years tives already have requested re- 
We're the only newspaper in the world to print ee a ee oe 
a full color front page cartoon daily for the past decade ee eee ee ee 


ey. “Private vs. National Brands.” 
We've got the facilities and the know-how. Some reprints are still available 


- t $1 each. Enclose remittance 

‘ new bigger A B C City Zone . 
~— ik Q . 99 with request. Write: Reader’s 
figure oO Ht, ° Service Department, Sales Man- 
agement Magazine, 386 Fourth 


Orlando Sentinel-Star Ave., New York 16, N. Y. 


Ask Branham about Sentinel-Star Color” 
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COMBINED “— 
DAILY COVERAGE 


100% Coverage Metropolitan Phoenix 
60.8% Entire State Coverage 


%€R.O.P. Color beginning October 1, 1958 National Representatives — Kelly-Smith Co. 


The Arr i2 082 The Pho @. 8 3 


REPUBLIC Gazette 


The State’s Greatest Newspaper Arizona’s Progressive Newspaper 
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THE HUMAN SIDE 


BY HARRY WOODWARD 


THE NAME’S FAMILIAR... but not 
the nickname. This is the '59 Buick, 
announced today. GM hopes the pub- 
lic will cotton to its series-name. It’s 
Electra. All cars in the Buick series 


will have fancy new handles this year. 


Snobby Nicknames for ‘59 Buicks 


Gone are the famous Roadmaster, Century, and Special. 
Meet Le Sabre, Invicta, and Electra. If Buick successfully 
pulls off this switch, will firms that traditionally follow 


automotive trends be far behind in their name changes? 


Just as this issue of SALES MAN 

desk the na- 
tion’s Buick dealers are turning spot- 
lights on their ’59 offerings. Every- 
thing about the cars is new, says GM, 
except the “‘Buick’’ stamped above the 
radiators. Everything including 


Buick’s long-established series names. 


AGEMENT comes to your 


Gone are Roadmaster and Special and 
Century and Super. In their places: 
fancy, foreign-sounding names: Le 
Sabre, Invicta, and Electra. 

For the past two years, the GM 
Division that in 1955 jostled Plym 
outh out of third place in the automo- 
bile sales sweepstakes has had rough 
going. When the ’57 Buick appeared 
the public yawned. “The car didn’t 
look different enough,” was the ex- 
planation of one top Buick dealer. 
In ’58 Buick again brought out a new 
car. It, too, was met by an apathetic 
public. (As were most other makes. ) 

Yet its brother-under-the-skin, the 
Oldsmobile — to which it bore more 
than a surface resemblance — sold 
relatively well. The trade called the 
Olds “The King of Chrome.” And 
with a solid segment of the American 
public damning General 
Motors pointed to Oldsmobile’s suc 


“They don’t like 


chrome, 


Cess and said 


hrome, eh?” 


So Buick, th 
Buick also h 


Whv? Why 


glistener. 
names. 
company toss 


won 


Edward T. Ragsdale, general man- 
ager of Buick Motor Division and 
v-p of General Motors, explains it 
“The cars themselves are 
literally so new, so different from all 
previous Buicks that new 
seemed mandatory. Only new names 
could complete the picture of a new 
generation of Buicks.”’ 

But there’s more to it, possibly, 
than that. Buick felt that its old 
series names had outlived their use- 
fulness. Around them hung the aura 
of the box office poison of the past two 
years. The big GM Division needed 
to wipe the slate clean, to create a 
totally new impression. 

It was Ragsdale himself who se- 
lected the current series names. 

“It was our feeling that the time 
had come to break with the past,” he 
says. “I can’t recall when Buick has 
made such a complete change in a 
new model. What we are offering to 
the public in 1959 is such a bold, new 
concept in design and styling that the 
old names just didn’t apply to ou: 
present mode of living.” 

He chose the nice new names from 
a list of more than 1,000. 

But the Buicks for ’59 aren’t that 
different. “They couldn’t be. Eve: 
since Chrysler took its ill-fated plunge, 
in the early 30’s, with its Airflow 


cars and almost went under in the 


this way: 


names 


samble, Detroit has been as wary of 
wild styling departures as a bear that 


sat dow ntorarestona hornet S nest. 


Then why the switch? No doubt 
Cadillac’s “El Dorado” 
a great deal to do with it. The public 
seems to like high-flown designations. 
(But only when the product is other 
wise acceptable.) Since the early 
50’s it has rolled under its tongue the 
name “Jaguar.” The success of for 
eign cars like Mercedes, Alfa-Romeo 
and Rolls-Royce all in the high- 
price brackets — has affected the buy 
ing public. Their names suggest dis 
tinction. Chevrolet points — a bit 
defensively in view of overall dis 
appointing sales — to its Impala 
model for ’58. The Impala, top line 
of Chevy, sold pretty well. 


success had 


Hence, Buick’s decision to tack on 
these pretentious names. 

Now comes the advertising thrust, 
to pin them to the public mind. 

Radio, TV, newspaper and maga 
zine copy will prominently feature 
the names, says Ragsdale. In addi- 
tion, each name will be accompanied 
by a descriptive phrase indicating its 
position in the Buick line. 

Le Sabre will be described as “the 
thriftiest Buick”; Invicta as_ the 
“most spirited Buick.” And Electra 
will be termed “the most luxurious 
Buick.” 

Watch what happens. If Buick 
pulls off a successful year with its 
new line you'll be seeing a lot of well 
known products dropping their old 
identifying subtitles and_ replacing 
them with new and fancy ones. 
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PRRINK'S 


NCORPOR ATED 


May we offer you $44,681,441.00 worth of research... free! 


Columns upon columns of it... page after page of 
it! All of it the solid experience of thousands of adver- 
tisers— backed by dollars and proved by results. 

The evidence is contained in any issue of the Los 
Angeles Times. 

During 1957, national and local advertisers bought 
$44,681,441.00 worth of space in The Times—the 
newspaper that reaches far more Los Angeles homes, 
delivers far more upper-income families, sells far more 
products and services, and produces far more sales 
per advertising dollar. 


This is research-in-action. Hard cash invested in 
the paper that now carries half the total advertising 
linage, more than half (51.4)% of the total retail 
linage in Los Angeles—and more department store 
and more classified advertising than the other three 
metropolitan newspapers combined. The Times is first 
in 100 of Media Records’ 114 linage classifications 

Why spend money for a research study that any 
issue of the Los Angeles Times will give you free: The 
Times is first by far in sales power in Los Angeles. 


First in the nation’s No. 2 market Los Angeles Times 


SEPTEMBER 


Represented by Cresmer and Woodward 
New York, Chicago, Detroit 
Atlanta and San Francisco 
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V Advertisers in New York News, 1957 
VV Spent more money in The News than in any other New York City newspaper 


2 seh nig eS : . = 


Total U.S. Spent in News % 
Expenditure N.Y. News in N.Y. 


$52,390,306 $729,431 16.9 
31,533,144 601,635 24.7 
26,144,287 501,614 23.5 


Total U.S. 
Expenditure 


2,763,668 
2,763,047 


Spent in News % 
N.Y.News in WY. 


182,470 41.7 
6,595 26.9 


1 General Motors Corp. 
2 Ford Motor Co. 
3 Chrysler Corp. 


Vv v 35 Liggett&MyersTobaccoCo. 
id ¥ ¥ 36 Standard Oil Co. (Indiana) 


V/ 


4 Lever Bros. Co. 


5 Distillers Corp.— 
Seagram’s Ltd. 


iV 
VV 


VV 
V/ 


6 Colgate-Palmolive Co. 


7 National Distillers 
& Chemical Corp. 


vv 8 Schenley Industries, Inc. 
/¥ 9 Procter & Gamble Co. 
vv 10 General Foods Corp. 
vv 11 National Dairy 
Products Corp. 

vv 12 General Electric Co. 
Vv 13 Philip Morris & Co., Inc. 
v / 14 American Tobacco Co. 

¥ 15 Studebaker-PackardCorp. 


¥ / 16 R. J. ReynoldsTobacco Co. 
/ v 17 Campbell Soup Co. 

vv 18 P. Lorillard Co. 

/ ¥v 19 Eastern Airlines Inc. 


¥ ¥ 20 Hiram Walker-Gooderham 
& Worts, Ltd. 


Vv 21 Quaker Oats Co. 

J ¥v 22 Standard Brands, Inc. 
23 Coca-Cola Co. 

/ / 24 Gulf Oil Corp. 

vv 25 National Biscuit Co. 


vv 26 Gillette Co. 
vv 27 Armour & Co. 
v ¥ 28 Bristol-Myers Co. 
¥ 29 Pillsbury Mills, inc. 
vv 30 Pepsi-Cola Co. 


/ 31 Doubleday & Co., Inc. 
vv 32 General Mills, Inc. 
/ J 33 GoodyearTire & RubberCo. 
/ ¥ 34 American Motors Corp. 


14,288,510 


11,781,350 


8,663,208 


8,541,769 
8,295,414 
7,939,655 
7,917,380 


6,848 351 
6,799,213 
9,464,195 
9,265,110 
4,804,199 


4,600,007 
4,493,783 
4,205,610 
4,174,114 


4,076,145 


3,839,399 
3,743,465 
3,469,297 
3,366,630 
3,362,597 


3,212,481 
3,188,021 
3,120,537 
3,114,078 
3,087,613 


2,965,086 
2,910,816 
2,906,589 
2,807,997 


606,840 47.8 


669,431 33.3 
393,149 43.0 


186,343 35.3 
181,515 36.1 
246,390 47.5 
169,861 42.4 


376,438 47.5 
322,164 47.1 
278,027 43.3 
238,983 32.8 

93,153 24.9 


160,994 38.0 
458,512 77.4 
202,941 28.4 
346,977 24.2 


139,397 28.2 


198,935 67.3 
117,263 27.7 
54,026 20.4 
218,685 78.0 


202,950 60.7 
154,500 61.9 
232,626 58.5 

55,666 32.6 
112,714 34.7 


113,718 19.4 
41,707 34.8 
133,490 75.3 
92,817 34.5 


¥ J 37 Jos. Schlitz Brewing Co. 
v / 38 Westinghouse Elec. Corp. 
¥ ¥ 39 Standard Oil Co. (N. J.) 
vv 40 Liebmann Breweries, Inc. 
¥ 41 Socony-Mobil Oil Co., Inc. 


/ J 42 Wesson Oil & 
Snowdrift Sales Co. 


v 43 American Airlines, Inc. 
¥ ¥ 44 Sterling Drug, Inc. 
vv 45 Kellogg Co. 

46 Carnation Co. 

¥ 47 Trans-World Airlines, Inc. 
vv 48 Carter Products, Inc. 

¥ 49 Curtis Publishing Co. 

¥ 50 United Air Lines, Inc. 

¥ 51 Hunt Foods & 

Industries Inc. 
vv 52 Shell Oil Co. 
¥ 53 Du Pont De Nemours & Co. 
vv 54 Philco Corp. 
/ ¥ 55 Continental Baking Co. 
¢ / 56 Warner-Lambert 
Pharmaceutical Co., Inc. 
vv 57 Prudential Insurance Co. 
vv 58 Borden Co. 
59 Wm. Wrigley Jr. Co. 

¥ 60 Sun Oil Co. 

v 61 G.F.Hueblein & Bros., Inc. 
v¥ ¥ 62 AmericanHomeProd.Corp. 
vv 63 Nestle Co. Inc., The 

¥ 64 GlenmoreDistillersCo., Inc. 


¥ 65 Pan American 
World Airways 


66 Phillips Petroleum Co. 
/ 67 Renfield Importers, Ltd. 
v / 68 Swift & Co. 
¥ J 69 Standard Oil Co. ( Calif. ) 


2,711,244 
2,686,786 
2,682,164 
2,644,463 


2,963,252 


2,516,264 
2,498,676 
2,423,801 
2,422,979 
2,409,464 
2,387,818 
2,372,555 
2,323,734 
2,280,948 


2,270,875 
2,240,129 
2,224,897 
2,130,415 
2,126,142 


2,101,024 
2,066,847 
2,037,519 
2,030,673 
1,988,756 
1,950,250 
1,919,172 
1,889,158 
1,834,818 


1,824,054 
1,774,172 
1,756,395 
1,754,464 
1,749,413 


110,245 39.0 

95,566 42.3 
117,449 36.4 
595,403 32.6 


64,035 20.0 


184,170 65.9 
96,225 17.8 
170,557 59.2 
122,126 57.8 
162,017 22.2 
89,836 41.8 
36,160 5.4 
104,609 22.2 


4710 2.7 
60,300 37.4 
70,678 18.4 
92,438 59.6 
75,010 70.6 


143,748 55.2 
115,081 56.9 
110,089 37.3 
46,119 30.6 
82,815 22.5 
60,853 40.0 
155,868 42.2 
10,472 25.3 


99,849 9.6 
68,909 20.4 
36,289 69.5 
16,124 45.0 
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Total U.S. Spent in News % 
Expenditure N.Y.News in N.Y. 


vv 70 HawaiianPineappleCo.,Ltd. 1,724,467 85,358 44.7 


vv 71 Publicker Industries, Inc.. 1,718,057 98,068 41.8 


/ 72 Brown-Forman 
Distillers Corp. 1,672,502 7,042 11.7 


Vv 73 Institute of Life Insurance 1,647,960 31,443 20.0 
vv 74H. J. Heinz Co. 1,633,303 145,010 61.8 
75 Stokely-Van Camp, Inc. 1,632,450 — — 


Jv 76 Time, Inc. 1,630,860 11,430 1.6 
Jv 77 Johnson & Son, Inc. 1,575,904 104,421 52.6 
¥ 78 Radio Corp. of America 1,572,306 142,130 39.5 
¥ 79 National Airlines, Inc. 1,571,710 160,995 21.5 
¥ 80 Delta Airlines, Inc. 1,519,608 60,561 23.4 


¥ 81 Reader’s Digest Assn.,Inc. 1,504,352 44,783 27.0 
v / 82 FirestoneTire&RubberCo. 1,456,512 66,378 57.2 
v v 83 Plough, Inc. 1,429,079 93,212 55.3 
/ ¥ 84 Anheuser-Busch, Inc. 1,381,452 105,944 74.5 
vv 85 CanadaDryGingerAle,Inc. 1,373,549 64,261 24.6 


Vv / 86 Corn Products RefiningCo. 1,372,919 83,096 59.8 
v / 87 Cannon Mills, Inc. 1,366,753 67,897 55.9 
J Vv 88 Beacon Co. 1,322,401 160,162 40.0 


¥ 89 Brown & Williamson 
Tobacco Corp. 1,316,102 45,956 19.7 


¥ 90 Whirlpool Corp. 1,314,338 80,216 39.8 


V / 91 California Packing Corp. 1,310,805 84,999 54.5 
vv 92 B. F. Goodrich Co. 1,306,867 20,472 27.5 
v J 93 Sinclair Refining Co. 1,265,346 43,420 37.9 
v ¥ 94 Rath Packing Co. 1,256,470 40,200 34.1 
v / 95 Allstate Insurance Co. 1,238,246 64,088 68.7 
¥ ¥ 96 New York Life 
Insurance Co. 1,226,901 76,150 59.3 
v J 97 Stanley Warner Corp. 1,211,793 19,852 38.7 
J ¥ 98 Helene Curtis Industries 1,205,572 116,394 69.6 
Vv ¥ 99 Libby, McNeill & Libby 1,197,422 42,816 51.1 
¥ ¥ 100 Motorola, Inc. 1,154,735 98,490 100. 


TOTAL $395,551,133 $14,164,951 33.1 
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THE r NEWS, New York’s Picture eid 


with more than twice the circulation, daily and Sunday, 
of any other newspaper in America 
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New Macaroni Package 
Elbows Way to Higher Sales 


When Delmonico, Louisville macaroni maker, entered into 


a new merchandising program recently, the first thing 


it did was replace a 30-year-old package with a new, 


scientifically designed one. That was the beginning. 


ne 


food 1 
eased his sales 


r his merchandis- 


; 
Palazzolo, vice 

dent in charge ot merchandising 
Delmon Oo Foods, In Louis 
iroMnil p od icts pro- 

rack salesman as well 

Palazzolo told SALES 

his company is 


1 
rgest macaronl 


+ 


it Palazzolo has his eye on even 
nk. And with good 


57 sales ran 13.5% 


reason. 


volume is 
ver 1957 

How did this happen? 
Dominic Palazzolo walked over to 
a mass display of new macaroni prod- 

ts cartons stacked in his office. 

he package was a prime mover,” 
Palazzolo said. ‘““We’d been using the 
same package for 30 years. Once we 
changed our new carton design, a face 


78 


the entire merchandising 


program followed.” 

Palazzolo, speaking from the com- 
pany’s Cincinnati sales headquarters, 
said part of the revision was due to 
the merger two years ago of two com- 
panies that make up the present Del- 
monico’s, Inc.: the Antonio Palazzolo 
Macaroni Co. in Cincinnati; and the 
Viviano family’s Delmonico Maca- 
roni Co., Louisville, a 37-year-old 
firm with a heritage going back to 
New York’s famous Delmonico’s res 
taurant. 

Since the merger, the new com- 
pany ’s macaroni products—19 varieties 

have been making a deep impression 
throughout Delmonico’s 17-state mar- 
keting area. 

No macaroni manufacturer gets 
authentic national distribution, Pa- 
lazzolo said. This is partially ex- 
plained by the geographical macaroni 
customer break-down. In eastern 
United States, macaroni products are 
eaten at a rate of eight pounds per 


h year. In the Midwest, 
dwindles to six pounds per head. T 


South is last with four 


person ea 


pounds 
capita. 

A major problem in the ma 
ndustry is stiffer and stiffer com] 
tion. 

“Ten vears ago, there were 
than 500 companies making mac: 
and allied products,’ according to 
Palazzolo. ‘Today 


than 250. This shake-out will con- 


there are less 


tinue. 

Many of the firms are family at 

“In this business craft and artistry 
are revered,” Palazzolo explained. 

It is often a family business. As 
soon as the kids get old enough, we 
assign them to jobs here at the plant. 
We train them the hard way. 

‘When I first came back to work 
here after traveling around the coun- 
try, my father handed me a broom 
and I swept floors for six months.”’ 

Delmonico’s company roster bears 
out the family idea: Peter Viviano, 
secretary; Peter Palazzolo, treasurer ; 
Tom Viviano, president; Domini 
Palazzolo, vice-president and_ sales 
manager. 

When the Delmonico management 
decided to change its product package, 
the entire board of directors — two 
Palazzolos and two Vivianos — flew 
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If your advertising program 
has to produce NOW...with 
no if’s, and’s or but’s— 


.to step up the quantity and quality 
of your advertising results 


“<i 


( ~~ ) 


This new book proves 
that N.E.D. brings 
more returns per 
seage: Maw 
7 Le eaur 
|) )IGEST 


advertising dollar! 


Write for your copy Now. 
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need 
o sell 
i eleaue —_— 

on the spot even 
ght about macaroni 


iny problems 

y re. Because the 

n was cut exactly in half 
color, bottom another 
two pac kages. 


n right off the 


In mass display, it was hard to tell 
where one package started 
other stopped. 

In comparing a_ cross-section of 


macaronl packaging of other com 


panies, Containe: Corporation design 
ers tound all the cartons shouting in 
loud strong colo s. Lhe result Was 


that each individual package was be 


+ 


lost since it was just like its 


-re’s how Ruhr 


} h ¢ 


1is company’s approach to 
the package: 
“We 
ved lines that keep the eye on 


it back around to 


where the product 


} 
DdDegan experimenting 


bringing 
he 


t-out cente 


decided that the 
work harder, and they 
a dish. This gave us 
a good product in-use shot. 

“Designers also worked on mass 
A good package must not 

only look good individually—i 
make an effective group display, too. 


il design makes each ca 


d splay. 


LOCATION OF SALESMEN CHART 


M 


FAILLAR 


“You’ve been in one place too long, Larkin. You’re getting rusty.” 


ton look like an individual within a 
up. The curved lines fit together 

a pleasing mass effect. Yet each 

kage is still well-defined.” 

\ figure always on Delmonico pack- 
ages—Chet ‘Tony—was given a new 
personality as part of the job. 

Said Ruhmann, ‘‘We made him 
more realistic and larger, too. We 
wanted to make the symbol synono 
mous—when you see Chet Tony, yor 
see Delmonico.” 

The final result: a new package 

depicts tradition in a modern 
manner. 

\ new package is fine. But you 
aren't getting your money’s worth 
inless you use it to create excitement. 
That's Dominic Palazzolo’s opinion. 

“All out ivertisl has the sat 
mission: to create excitement,” 

ge Was assigi 


Spreading the Good Word 


When the new package hit super 
market shelves in the summer of 1957 
Palazzolo immediately took 
let everyone know it. 

He published brochures 


| 


tl} Kage, selling it to dea 


le new pa 
as a Sales aid. 
Through Leonard M. Sive & As 

es, Inc., of Cincinnati, Delmoni- 


co’s new agency, the package was tea- 


tured in advertising. Key cities in the 
Delmonico market area—Cincinnati, 
Louisville, Indianapolis, Dayton, Co- 
lumbus were hit with a blitz of 
three ads each day, five days a week. 

New recipes were added to the 
Delmonico package, in accordance 
with the new look. 

“We once used syndicated maca 
Palazzolo said. ‘‘Now 


we use our own. After all, we 


ron recipes, 


restaurant in Cincinnati the fame 
1 


Caproni’s so why not give the house 


wife the benefit of our experience?” 
There were some changes made in 
sellir g pro edure, too. 
“Salesmen told me, for instance, 
that you can’t call on retailers on 
Friday. Well, we do. And we sell on 
Fridays. Talk about a four-day week. 
We're just going back on a five-day 
week. And it’s about time.” 
Retailers are quick to catch the en- 
thusiasm generated by the new car- 
ton. More mass displays are appear- 
ing throughout the Delmonico selling 
area. Stores are featuring it in ads. 
And Palazzolo is getting orders from 
dealers he couldn’t crack a year ago. 
“Tt all started with our new pack 
ize,” he said. ‘That opened a new 
door for us. Now we're going places. 
Jelieve me, you’re going to be hear- 
ing about Delmonico from now on.” ® 
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JAGUAR 


3.4 


100 people in the New York area can get 
the Jaguar 3.4 now! This is important news 
since only 2.000 Americans can buy a Jaguar 
3.4 this year. Ask us for the date Walt Hans- 
gen, national champion racing driver will 
demonstrate the 3.4 at our showroom. 


CHARLES KREISLER 
Park Avenue & 46th St., New York, N. Y. 


THIS 
AD 


for Jaguar Cars Inc. ran in 

The New York Times last April. 

It was part of a concentrated 

campaign for the Jaguar 3.4 model sedan. 
The promotion was limited to 

Greater New York dealers. Only 

one newspaper carried this 
advertising—The New York Times. 


PRODUCE 
THIS 
RESULT 


“April broke all former monthly 

sales records in this distributorship,” 

says Everett Taylor Martin, vice president. 
Another new mark was set in May. 

By June, “sales had reduced even 

normal buffer stocks to the vanishing 
point.” Here is just another example of why 
today, as always, it pays to advertise 


IN THE 


NEW YORK 
TIMES 


first in advertising in the world’s first market 
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U.S. Plywood Sells Dealers 
Department Idea for Adhesives 


tem, with the package color of the 


The vehicles are two sizes of a custom-designed permanent Ponte te 2 
individual adhesive matching that of 
display unit. They embody a self-selector through which the row on the chart describing its 


properties. This color coordinating 1S 


the prospect can identify the type of adhesive he needs carried out still further in the colors 
‘ ‘ ot the front ledges of the trays in 

for any job and get the facts he needs to use it properly. hich the merchandise is stacked. 
Weldwood Presto-Set Glue, for in 
stance, comes in plastic bottles with 


premium in retail lun promote impulse sales and to serve p edominantly blue labels. Chara 


dealer, paint and hardware stores, the needs of shoppers who know what teristics of 
ry thousands of s] they want. he chart on a row with a match 
the Adhesives and Their outstanding feature is a self- ing blue background. Bottles are 
United States selector chart, located above the top in a tray with a matching blue 
tray of adhesives, which answers ques- edge at the front. ‘This makes it 
the shopper would be likely to easy Tol salespeople to stock the tray, 
It tells whether the adhesive is without bothering to read the labels; 


the product are described 


on t 


Plywood Corp. has overcome this ob 
stacle to this precedent-breaking ex 
® Nore than 4.000 top stores in re! anaes ere Soeee, peg Ae - ae Se 7s epee” 
ec i tao ie led Adhes vs whether or not the glued surfaces re to select the merchandise. The retail 
Jae = aac eee aaa quire clamping, length of setting time, price of each item is clearly marked 
a ae eee ol a ring 09 whether water-resistant and to what on the front ledge of the trays. 
: nares hs x ae ‘ il eo 7 ; ‘ degree, types of surfaces on which it Units are of plywood, as might be 
wood “Adhesives, in a etall SIZ@S. can be used and other pertinent facts. expected, in a light finish. The com 
© More than 7.000 have installed There is also a color coding sys pany’s trade name “Weldwood” ap 
similar, but smaller, counter model. 
ld 


year-old pro; 


ny lete Weldwood 


retail outlets 

t 
o dealers’ own 
Mixsell. “We 
ket survey d lring 
lers were shown colo: 


sketches oft an Adhe 


le point-ot-pur 


floor model ind were 


h they'd be willing to 


] 


ned that demand for the : A 
“We doubled our glue profits in four months with 


u as we visualized it, would 
SE ay Se ae j * 
ed because of space require the Weldwood Counter Model Adhesive Center. 

nts and dollar investment ($100) — 

Tact, we we n't Sure we could e 
get orders for more than 1,000. ws that ee 

“We wanted to introduc e the con , \ t on -- 

pt dramatically in top stores, whose —s Gop wa-3-27. bo west sain Wir 
lead others would be inclined to fol- ; Hie inare aang 
low. In the end, more than 4,000 Weldwood = Satie 
bought the floor model. At the same 


I :e, we learned that a larger num- Adhesives 


ber would accept a smaller and more 


compact counter model for under mepepumaanenens 


$40.” TESTIMONIALS FROM DEALERS are used as the copy 
J theme for advertising in dealer media. Display shown in 
illustration is the smaller of the two units offered to 
retailers. More than 7,000 of these units have been placed. 


Units are produced for United 
States Plywood Corp. by Copeland 
DD sp! ivs, Inc. They are designed to 
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REASONS 
WHY THE POST 


IS YOUR 
BEST NEWSPAPER BUY 


IN HOUSTON 


1. Highest readership 


Ihe Post is read more by both men and women than any other Houston newspaper, 
according to studies by Daniel Starch & Staff. 


2. All-time high in circulation 


Another all-time high record in weekday and Sunday circulation has been set by 
The Houston Post: Weekday: 216,309 Sunday: 225,374 


. . . . . 
3. First in retail linage gains 
The Post has shown an increase in its share of total retail and general advertising 
linage each year for the past five years. The Post was first in full run daily retail 
linage in May, June, July, 1958. 


4. Sixth in the U.S. incirculation gains 


The Houston Post ranked sixth in the nation in daily circulation gains during the 
period of March 31, 1957, to March 31, 1958, according to Editor & Publisher, July 
5, 1958. 


People pay more to read it 
Texans pay $279,000 more yearly to read The Houston Post. The Post’s monthly 
subscription rate is 20 cents higher than that of any other Houston daily. 
' . 
Southwest's most readable daily 
During the past five years The Houston Post has won 65 state-wide and national 
journalistic awards. Time Magazine (Feb. 24) called The Post “the Southwest's most 
readable daily.” 
. 
Top coverage of the South's largest market 


Your advertisement is seen by more Texans in The Houston Post than in any other 
morning newspaper. In Houston, the South’s largest market, the growing trend 
is to The Post. 


W. P. Hobby 


THE HOUSTON POST [aaaanee 


President 
Represented Nationally by Moloney, Regan & Schmitt 
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and the 


sides 
header ato] . 
“A Glue t Purpose, 
\\ eldwood 


The slogan, 
appears 


Adhe 


under tl 


1D} ’ 
{ 5 riywoods main 


n its name, the 


yn is highly ‘“‘glue-minded,’ 
Lawrence Ottinger, hav 
+} 
tl 


it in b isiness WITN a 


Plywood is the firm’s 
b isiness, Neverthe 


1e COMpany is inter sted in ad 
} } 


finishes, and many the! 


losely rel tec 
a 
business, and which draw 


. , 
and create profitable Sales To! 


S ( 


[his has been 


the 


isIness. 


{ 
rood 


reception 


Weldwood 


600 salesmen 


bi ant hes and 


i no all on whole 
ha dware ind pa 


We in several 
says Mixsell 


nt d strib tors. 


promotions 


nS 


ERTISING Ww 


ADV 
pAPERS 


BUSINESS 
Ss 
MEANS BUSINESS 


»f more than 100,000 wholesalers 


When we bring out a 
or a display, such as 
Center we let ou 


1 
retailers. 


| ict 
the Adhesives 
wholesale distributors know about it 


at least two weeks before adv 


ising the 


advertising can paign 

ures the Centers with 
tisements otf actual in 
tatements by retailers. 
] 


ise iong 


enough 


{ 


IDI se t 
ippraised 


results, 

we have such testimonials as 
We doubled our glue 
months with the Weldwood Counter 
Model Adhesive Center’ 


advertise! 


prohts in tour 


ich appeared 


in May.” 


OOKS LIKE 


A GREAT YEAR 
FOR 
DETROIT'S 
1959 CARS!" 


What's the good word in Detroit 


jor °592?— BUSINESS! 


sy 


r 


The etn 


Detroit 


News 


Weekdays, 588,989 Sunday, ABC 3/31/58 


~ 


headline 


Advertising media being used fo 
Weldwood include: The American 
Ilome, Life, Popular Science Month 
ly, Popular Mechanics Magazin 
Mechanix Illustrated, Hardware A ge, 
Hardware Retailer, American Paint 
and Wallpaper Dealer, Building Sup 
pl News, American Lumberman and 
Building Products Merchandiser. 

“We depend a great deal on point 
»t-purchase merchandisers, 
specifically designed for our markets. 


W hic h are 


lhe salesperson in the building sup 
pl hardware 


pec ted to be 


Vy, paint Oo! store 1S eX 


well informed, because 


he is asked many questions about ac 


hesives and other specialty items. 
Sometimes it is hard for him to give 
is much time as the shopper demands 
for answering these questions, when 


preter concentrating On a pros 


a lawn mower or other com 


We 


such 


vely high-price products. 
believe that by furnishing a unit, 
Adhesives Center, 


: , 
pates and answers shoppers ques 


as the which an 


¢ 


we tree reta | personnel to con 


on the sale of many oth 


f merchandise, at the 
keeping the do-it 
hobbyist happy 


mind to return 


Sale 


yvourselfer o 


time 


woodworke1 


¢ 


iture purchases.” 


The automobile people are 
saying it in Detroit, where 
previews of the new models have 
met with tremendous enthusiasm. 
The economists are saying it 
in Wall Street, where forecasts 
are for a 5!o-million-car year. 
The publie’s saying it in surveys, 
where a big need for new cars 
is indicated. 

All road signs point to a 
fine °59 for Detroit’s cars, 
Detroit’s workers, Detroit’s stores. 
Ride the upeurve! Reach these 
workers and tell your story 
through the pages of The Detroit 
News. It has Michigan’s largest 
circulation and carries more 
advertising than both other 


Detroit papers combined. 


Eastern Office 260 Madison Ave., New York 
Pacific Office.... .-785 Market St., San Francisco 
Chicago Office. .435 N. Michigan Ave., Tribune Tower 
Miami Beach The Leonard Co., 311 Lincoln Rood 
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STEAKS COOKED TO ORDER. You 
get ’em while they’re sizzling! 
Big, V.I.P.-sized filet mignons, 
“expense account”’ meal. 


CHAMPAGNE IN THE CLOUDS. FASTER LU 

Listen for the pop of the cham- moresnarlsat the luggage counter! 
pagne corks at mealtime. (The You get your baggage right after 
Viscount is that quiet. the Viscount lands. 


FLOWERS FOR THE LADIES. A DICTAPHONE RECORDER. Want to JET-PROP VISCOUNT. (The world’s 
garden-fresh corsage,compliments work while you’re flying? We’ve most preferred airliner.) No 
of Capital. Each lady V.I.P. will got the next best thing to a sec- vibration, no engine roar. V.I.P.’s 
receive it as she boards. retary: a portable “‘Dictet.”’ fly thinking smooth, sleeping quiet. 


Everything's extra but the fare! 


NEW CAPITAL AIRLINES V.1.P. FLIGHTS 


serving NEW YORK + CHICAGO - DETROIT - WASHINGTON 
BIRMINGHAM + ATLANTA + MINNEAPOLIS/ST. PAUL 


Capital 


AIRLINES 


WORLD'S NO. 1 JET-PROP AIRLINE *“‘V.1.P.” means Very Important Passenger (that’s you) 
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Mr. Benedito demonstrates Eveready flashlight 
parts and other items which are molded of high- 
density polyethylene possessing rigidity and high 
impact strength. Bakelite’s business magazine 
advertising is searching out new applications for 
this material today. 
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> Bere eet Fe mm 


é 
j ‘ 
d 
/ 
F 


“ADVERTISING 


HELPS US UNCOVER 
NEW MARKETS’ 


SEPTEMBER 


19 


» 


1956 


‘In the fast-growing plastics field, new materials are always being devel- 
oped,” says John D. Benedito, Sales Vice President of Bakelite Company, 
Division of Union Carbide Corporation. 

‘‘Advertising in business magazines puts new materials as well as pres- 
ent products before important markets at low cost. Our new high-density 
polyethylene, for example, offers advantages not previously available in 
other materials. This story must be gotten out to industry at large where 
it can stimulate thinking on new applications.” 


IF WHAT YOU MAKE OR SELL is bought by business and 
industry, you can “‘mechanize”’ your selling by concentrating your adver- 
tising in one or more of the McGraw-Hill magazines serving your mar- 
kets. Through “‘mechanized selling,’ you contact a greater number of 
prospects, create interest and preference for your products. 


McGRAW-HILL PUBLICATIONS 


AbD McGraw-Hill Publishing Company, Incorporated NX 
330 West 42nd Street, New York 36,N.Y. 


6 STEPS TO 
SUCCESSFUL 


SELLING | 
CREATE 
PREFERENCE | PROPOSAL 
y CONTACT) INTEREST 


MORE ADVERTISING HERE MEANS MORE SALES TIME HERE 


, 
now heading 


} 


Get a really good prize idea 


11 Ways to Make Your Consumer 
Contest Effective 


Carefully consider your real objective 


Make participation easy 


Concentrate your consumer advertising on the contest 


Develop dramatic point-of-purchase material 
Make your contest short and sweet 


Beware of agency differences 


Don't be afraid to run a contest 


Repeat if you're successful 


Don't be bound by hard-and-fast contest rules 
Get professional help 


It's Not So Easy 
To Give It Away! 


re 


his OV 


By RAY JOSEPHS 


sase Consumer 


} 


or such 


stimulators 


ances sho ild 

Arnold, for- 

Promotion 
icam 

gy agency 

and 


vn sales 


irketing consultation firm. 


\ nold 


e-president of 


Tor 


nost 


some 1/ 


one 


SUuUC( essful 


Pick-N’-Pay of 


a 


year 
yutation 


istomer-in¢ 


Z 


ites 


reco 


ive pl 
r, he 
& R an 
ts tor s 
nclud 


Pro ter 


proposition whic 
and a 


year 

of the 
super-market 
Cleveland, a 


h 


highly 
rd by blend 


luced excite- 


coun 


ices and un 
came to New 
d helped run 
lead 
ing General 
& Gamble, 


ores of 


Gulf Oil, 


Bros. and othe S. 


Ren Shavers, Piel 


ington 


Now he has moved on to establish 
his own firm with four starting blue 
leader in its own 
are Du Pont, Esso Stand- 
Levet Inter 


( Cac h 


chip clients 
field. They 
ard Brothers, and 
national Business Machines. 


Recent ly ; | asked 


sumer! sales stimulat ng contests could 


Arnold how con 


be made more successful and produ 
tive. His and inci 
provide an excellent check list 
for anyone in sales management con 
with the development o1 


ecution of 


answers, direct 
SIVeE, 
cerned ex 
1 


any type of consumer sales 


stimulating action. 


|. Get a Really Good Prize Idea: 
Many i compan\ 
official starts with the premise: ‘‘Let’s 
it works for others.” 
Sut such an approach is almost pre 
doomed, Arnold said. 
successful 


a sales exec utive o1 


have a contest; 
For the secret 
contests, in his 
opinion, lies in the prize and the 
size of the purse alone is not the key. 
Most of a prize that 
will capture the imagination of the 


ot most 


all, you need 


audience you seek and arouse a desire 
which they feel they 
chance of fulfilling with some simple 


have a good 


For your aim is to make your 
audience eager to learn more about 
your product through actual use. 

Obviously, you won’t create any 
hubbub by offering a trip to 
Paris in a children’s contest. Or by 
announcing your willingness to give 
away shiny new bicycles when you’re 
sell a product aimed at 
elderly couples. Yet, strangely enough, 
Arnold many 
have run contests with prizes holding 
just as little relationship to the audi- 
ence they’re intended for. 

One manutacturer, 
ottered to the Coronation 
of Queen Elizabeth in London in a 


action. 


creat 


trving to 


says, manutacturers 


for instance, 


two trips 


contest contined to Chicago. He over 
looked, oO! Ignore, 
the general atmosphere in that Mid 
west metropolis. Result: The contest 
might 


perhaps chose to 


far fewer entries than it 
in another community, and, re 


portedly, did not pay off its invest- 


drew 
have 


ment to the sponsor. Choice of prize 
depends on your timing. When auto 
mobiles were scarce in the post-World 
War II period, they 


highly desirable prizes. 


constituted 
Additionally, 
experience demonstrates that when 
savings are high, the lure of cash 
prizes is not as great as during de- 
pressed periods. Big prize contests are 
today often so commonplace that cus- 
are no longer stirred. 

On the other hand, the imagination 
value of the prize is important. Ar 
nold developed the idea of giving a 
single share of the common stock of 
company listed on the New 
York Stock Exchange in a contest fo 
Remington Shavers. The total amount, 
determined as of a pre-set 
to only $42,000—not fabulous as big 
money prizes go. Yet the dramatic 
values were there. And the 
of the Exchange itself, as well as of 
countless brokers anxious to develop 
the 


tomers 


every 
date, came 
interest 


investment in 
factors which 
Remington draw a greater 
from this than 
similar event it had previously con 
ducted. If want 
prizes, the way you offer your money 
can make a lot of difference. Simmons, 
in a contest which Arnold helped de- 
offered a full of 
thus dramatizing its own 
product as well as creating in the 
contestant’s mind the of a 
traditional family hiding place with 
more greenbacks than could be im- 
agined. And the “‘Barrels of Money” 
contest developed for Piel Bros. had 
similar Many contest 
authorities are convinced that there 
little the 
participant’s mind between a prize of 
$5,000 and one of $500 — too little 
difference, in fact, to make it worth 


common 
helped 


response 


idea 


stox ks, 


were 


contest trom any 


you to give cash 


velop, mattress 


money, 


notion 


excitement. 


is relatively difference in 
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When You Think About 


THE SYRACUSE MARKET 
Think About All of it! 


Think of America’s best test city — plus a score of 
sizable, prosperous cities like Auburn, Cortland, 
Ithaca, Oneida and Oswego. Think of 15 

~ counties embracing one-third of the total 

‘Z area of New York State — with a 
' ! population in excess of 1,400,000 
| and buying power of more than 

4 $2 billion annually! No other 


combination of media reaches 
this market as effectively and 


os 
4 


economically as the Syra- 
cuse Newspapers. 


R.O.P. Full Color—Daily and Sunday 


WE INVITE your examination of an 
exciting new presentation which graphically 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 
distribution territories of leading national 
advertisers and of local chains, wholesalers, 
jobbers and food brokers. 


Phone Your Nearest Office of Syracuse is 
MOLONEY, REGAN & SCHMITT America's No. 1 Test Market 


the SYRACUSE. NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 
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Participation 
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ly Consider Your Real Ob- hat in ‘‘because”’ contests, most con 
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+} 


1e job on a sin 
is the determining 
has one othe caution 
against limiting 
demanding proof 
better 


an 


potential mat 
ir competi- 
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4. Concentrate Your Consumer Ad- 
vertising on the Contest: Unless 


€ prepared ») DACK Up VE 


contest 


phase Oo! 


dollars 


, ae hey’ re under way. Combining 
landising and contest advertising in 

i tion is almost like trying to 
sell Cadillacs and Frigidaires i 


same ad simply because 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


products made by General Motors. 
“NM any 


ip special contest advertising allot 


successful advertisers set 


ments above and beyond their regula 


ipp opriations. ( the rs me ely msert 


contest idvertisements as part ot hei 
normal campaigns. Nearly all contest 
| ploy the same media 
» advertise the product at 


t} 


b it of increase ne 


umount of space and used. 


“Incidentally, in setting up you 
ads, don’t make them so complicated 
the reader can’t tell who’s spon 


product 


what 
p While the contest 
idvertisements which feature 
% 


omoted. 
test so overwhelming is to bury 


p oduct and sponso! ire wasted on 


those not interested in entering. 


Arnold says there’s no 


tl rule ot 
1umb on the number of dollars w 


hicl 


+} 
must be s to run a successful con 
But he does believe no national 
mpetition can be successful with an 
xpenditure of less than $100,000. 


pointers on ontest 


1 
r rules prominently 
ate trom the rest o 


to encourage 


ries W herev el 


vossible. 


Repeat major requirements sev 


body text, and 


try 
has 


anyone 


personal 
isiness papel 


how 


in business 
st potency. 


5. Develop Dramatic Point - of - Pur- 
chase Material: You: 
hase material should, and can, be as 


point of-pul 
maginative as your contest itself. 
Says Arnold: “You can’t expect to 
run a contest in which super-market 
participation is important if you pro 
little shelf-talkers. You 
must make some noise. You must 
provide point-of-purchase material 
that will not only do your job but 
have a sufficient appeal to the super- 
market operator to make him willing 
to give you his valuable space. He'll 


vide only 
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One panel holds all the controls for 
putting your own voice on film using the 
Kodascope Pageant Magnetic-Optical 
Projector. 
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PUT YOUR VOICE ON FILM TO MAKE 
YOUR MOVIES MORE EFFECTIVE 


The Kodascope Pageant Magnetic-Optical 
Projector is two communication tools in 
one. It’s a fine optical sound projector. And 
it’s a precision magnetic recorder for adding 
sound to silent film—even while you sit at 
your desk! 


How it works: Once magnetic striping has 
been added to any 16mm film, proceed 
much as you would with any dictating 
machine. 

Narrate as the story unfolds, blend with 
music and sound effects, make changes as 
often as you wish. Alter existing scripts to 
bring films up to date, change the narration 
for use with different audiences, tailor your 
message to fit special needs. 


Where to use it: Research and progress re- 
ports, training, employee orientation, pub- 
lic and stockholder relations, customer 
presentations—these are only a few of the 
ways magnetic sound can be used. 

And this same Pageant Projector can 
also be used as a conventional sound pro- 
jector to show any 16mm film, sound or 
silent. 


The cost of this remarkable tool is $850*, 
little enough when you consider all the 
ways it can help you improve your com- 
munications, internal and external. 


Let a Kodak A-V Dealer demonstrate at 


your convenience or send for brochure. 
*List price, subject to change without notice. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


end of the season, or in advance of 
your season. In most cases, contests 
have not produced nearly as well at 
pe iods. Incidentally, no matter 
your closing date and how ef 


vely it’s advert you'll find 

entries coming late. It is a 
» based o1 natural tendency for contestants to 
is an irter wait until the last minute to send in 
onomical tor *ntries—always hoping for a sudden 


well 


7. Beware of Agency Differences: 
In many cases, when an advertising 
6. Make Your Contest Short and agency comes u th a contest idea, 
Sweet: Io be effective, no contest an objection by the client. Or 
ght weeks. hen clier thinks up an 
You lea, i kely t l into opposition 
agency. 
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Will you come into my kitchen? 

In 1957, twelfth among all magazines 
with a million or more circulation 

in Food editorial pages published 
was Successful Farming! 

The SF housewife reader 

makes more meals at home 

for a larger family 

than her city sisters, 

is a big supermarket customer. 
Average estimated farm cash income 
around $10,000 for the past decade 
makes the SF family a prime prospect 
for all consumer advertising. 

For more sales, and better balance. 

in your national advertising, 

SF is an unmatched buy. Call any office. 


Successful Farming .-.Des Moines, New York, Chicago, Detroit, St. Louis, 


Philadelphia, Cleveland, Minneapolis, Atlanta, San Francisco, Los Angeles 


8. Don't Be Afraid to Run a Contest: 
Many companies which have never 
run contests are somehow afraid of 
them. ‘hey feel a contest won't be 
dignified or in good taste. 

sut contests need not be cheap o1 
tawdry. ‘They should, and must, be 
hard-selling devices and simply be 
cause you have not run a contest be 
fore is no reason to think that it 
won't be successful tor vou. 


9. Repeat if You're Successful: If 
you ve run a successful contest, there's 
no need to look tor a completely new 
ipproach the following year. Some 
of the best contests are repeated sea- 

season: the Miss Rheingold 

the Treasure Island contest 
Piel’s Beer; the Pillsbury Bake- 


oft; and Singer Sew-oft. 


10. Finally, No Hard-and-Fast Con- 
test Rules: Given a good idea and 
effective implementation, your con 
test can perform for you out of! all 
proportion to what it will cost. Con 
sider the contest called ‘Live the Li 
of Riley” in a Riviera palace. In 

H. Donnelley 


es many contests 


opinion ot The Reuben 
| 
1 


to which ju 


9 
the proposal was unlikely to be highly 


because the major prize 


successt i] 

was not 1 % . Yet coming soon 

the ghly publicized Prince 

Ranier-Princess Grace wedding, the 

contest actually drew 2,350,000 e1 

its sponsor, Gulf Oil. That 

was the largest number ot any con 
test to that date. 

A nold’s opinion, the reason Was 

1: a) The prize had neve 

been oftered. b Ihe prize 

could be readily understood by any 

body who read the ads and saw the 

pertinent material. c) It was effec 

tively merchandised in Gulf’s own 

William Bendix, then 

tarring in the “Life ot Riley” tor 

Gulf on television, and through all 

the company’s advertising and met 


chandising activities. 


11. Get Professional Help: Too many 
contests the unsuccessful ones are 
by non-professionals, Arnold 
notes, explaining: ‘‘Many executives 
feel that if they’re good at making or 
selling products through normal 
channels, they can also be creative 
about developing a contest. It looks 
deceptively easy. But often they get 
only a fair result when they could 
have had a really first-rate one. If 
you're going to run a contest, get the 
best experts in the field. They'll help 
you avoid the mistakes you may not 
even know exist and help you get 
the best results for the expenditure of 
your time, money, and effort.” ® 
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MAKE SURE YOUR SHIPPING RATES COVER 
DOOR-TO-DOOR 
DELIVERY 


RAILWAY EXPRESS COMPLETE SERVICE 
can mean great savings in time and money 


Many so called “‘bargain” carriers quote prices and delivered at no additional cost within REA 
which do not include complete service. With vehicle limits. This plus many other advan- 
Railway Express you know you get door-to- tages assures you the fastest possible shipping 
door delivery. Your shipments are picked up at the lowest possible cost. 


HERE ARE DOWN-TO-EARTH Facts on RAILWAY EXPRESS SERVICE 


Widest Railway Express serves some 23,000 communities to give you mass 
Coverage—  distribution—with one company responsibility. You reach every major 
market in the U. S., and with REA World Thruway Service—most 
every major market abroad. No worries about delays and divided 

responsibility in transferring between two or more carriers. 


Special Low Railway Express offers special low commodity rates on ready-to- 
Rates— wear merchandise, graphic arts materials, hosiery, shoes, drugs, 
import-export traffic and for many other categories. Call your near- 

est Railway Express Agent. He’ll tell you why— 


THE BiG piFFereNce is RAILWAY EXPRESS 
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WORTH WRITING FOR. 


Aircraft and Missile Industries 


} 


tudy which 


companies ind 
approached. How 
equipment are best 
-d. For \ Ilr COpy OT 
Selling 


trie 
us es 


Exe 


Inquiries 
How do you re iccesstI i] sales 
How should 
es be S¢ reened and evi 
2-nage booklet 


Handling in 


version tron 


riginal- Equipment Market, 
eleased outlines basic requirements 
for a practical ry-handling sys 
1 1 ] 
~S overiooked 


les of inquiries, gives four steps 
handling inquiries in the E.O.E. 
rket, and actual percent of sales re 
‘Vel il ele 

ron I ict categories. Eight case 
stories of aus 
it the booklet. ‘opies are available 
Manager, Re 
Department, 


Third Ave. 


yrograms round 


J igenie 
Promotion 
dD, sign, 830 


Negro Automotive Market 


i survey of Negro families in 16 
*ts, it was found that one 
milies plan to buy 
year; of these, 
new cars. Four out ot 
now own cars; of these, 
I ‘ars were new Cars. 
which also provides basi 
about 


1rormation preferences tor 


tires, motor oils and anti 

is broken down primarily into 
“big three’ among automobile 
ufacturers and reveals that 50.8% 
families own General Motors 
Ford cars; 22% Chrys 

lies planning to 
buy General 
Chrysler cars; 
Fon the report 
Market of the 


write to Frank G. 


\utomotive 


Audience,” 


Resea *h Director, Ebony 
S. Michigan Ave., Chicago 16 


Strategic Market 
Te’s the three-county 
VW est B i\ Mateo, 
Marin and San Francisco where 
1,317,100 people, 
ive an Effective Buying Income of 
$3,401,437,000 yearly. A report just 
published, “1958 Factual Survey 
Northern California Markets,” in 
cludes market factors such as area 
population and_ population 
number of families, retail, food and 
‘ 


market he 


counties of San 


iAT 2 Lar li t 
t+/,9UU Tamilies, o 
h 


density 


ig sales and newspaper circulation 
coverage in the eight major trading 
areas of Northern California. Copies 
mav be obtained by writing to Molly 
Murphy, Advertising Promotion 
Manager, The Call-Bulletin, 860 
Howard St., San Francisco 19, Cal. 


Profit Sharing 


This booklet covers modern profit 
sharing, answering such questions as: 
What is profit sharing? What are 
the most important kinds of profit 
sharing? What do businessmen hope 
to achieve with profit sharing plans? 
Should I cover all my employes o1 
just part of them? What is the trend 
in profit sharing in business? What 
kind of success do companies report 
with their profit sharing plans? What 
was the reason some profit sharing 
plans were dropped? The booklet 
ilso tells where to look for furthe 
factual and specific information. 
Copies of “What Every Businessman 
Should Know About Profit Sharing” 
ire available from J. J. Jehring, Di- 
rector, Profit Sharing Research Foun- 
dation, 1718 Sherman Ave., Evans 


ton, Ill. 


The State of Arkansas 


Arkansas Industrial Development 
Commission (The state has announced 
29,000 jobs from 323 new or ex 
panded industries in the past 36 
months.) has come up with a four 
500-page “Arkansas Encyclo 
pedia” which sales and marketing ex 


volume, 


ecutives concerned with the economi 
potential of Arkansas and the South 
or Midwest will find useful as a 
reterence. a he TOUT volume set is 
available without charge to industrial 
executives concerned with plant loca- 


to all others it sells fo $25. 
The individual volumes are also avail- 
ble. Their titles: 

“Economic Atlas” ($15), which 
uses SALES MANAGEMENT'S Survey} 
Power urbanized area 
population figures, creates a new di 
rect reading population map on a 

relief. 
Basic economic information about each 
of the following is silk-screened into 
1 series of maps going from a small 
U.S. map, through a large U.S. map, 
a Mid-Continental regional map, to 
Arkansas: agriculture, market, trans 
portation, water, 


tions; 


» 
of Buying 


base showing all topographic 


energy, resources 
ind climate. 

Che Industrial Directory of Ark 

as’ ($5) is cross-indexed three 

to quickly find who, what and 

the State’s 3,000 industrialists 


Photographic Essay’’ 
75), with 159 black-and-white 
color photographs. 
“An Economic History of Arkan 
° (eee hc 
es of the full set or individual 
‘+s may be obtained by writing to 
Arkansas Industrial Development 
Capito!, Little 


me 
ndation, otate 
Arkansas. 


Portable Appliances 
According to this study, ‘1957 
Survey of Portable Appliances,” a 
larger proportion of younger people 
18-39) than older people (40 and 
over) plan to buy portable appliances. 
\ppliances coffee makers, 
fry-pan skillets, irons (dry, steam and 
ombination dry and 
(standard and_ portable), 
vacuum cleaners and waffle irons. For 
*s, write to Charles Thorne, Ad 
vertising Direc tor, Redbook, 230 
Park Ave., New York 17, N. Y. 


covered: 
steam), mixers 


toasters 


"Male vs. Female . . . 


. . Influence on the Purchase of 
Selected Products as Revealed by an 
Exploratory Depth Interview Study 
with Husbands and Wives.” Con 
ducted by Daniel Starch and Staff in 
consultation with Advertising Re- 
search Foundation, Inc., 
different products and services (beer, 
business shirts, shaving cream, life 
insurance, automobiles, liquor, room 
air conditioners, automobile _ tires, 
outboard motors, air travel, electric 


shavers, portable 


it covers 12 


television sets). 
Data cover such subjects as decision 
to buy and brand choice. For a copy 
of the report, write to Carl R. Gisler, 
Director of Research, True, Th 
Man’s Magazine, 67 W. 44th St., 
New York 36, N. Y. 
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Sales Managers 


are specifying 


D [' 5 direct service 


COLORADO SPRINGS 


PUEBLO 


Here’s why... 


® D-C is FASTER—One-carrier direc 
sleeper cabs go straight-thru with 
ning time. 


WASHVILLE 


ATLANTA 


t service from coast-to-coast. 2-man 
no transloading—cuts 20% off run- 


° D. Cc is SAFER—One-carrier responsibility from pickup to delivery assures 


safe arrival, speeds tracing. 


© D-C is MORE DEPENDABLE—One carrier control means experienced 
personnel, modern equipment and facilities all the way. 


Get new customers — 


TERMINAL CITIES 


Albany, New York. ..UN. 9-8416 Los Angeles, Cal AN 
Buffalo, New York tNashville, Tenn 

Chicago, Illinois New York, New York.LO 
Cleveland, Ohio 

Colo. Springs, Colo... 
Denver, Colorado.... 
Detroit, Michigan 
tEvansville, Indiana.... 
Kansas City, Mo 
tLovisville, Ky 


Pueblo, Colorado 

St. Lovis, Missouri... . 
Seattle, Washington..MA 
Syracuse, New York. .GR 


‘DC operators of Eck Miller—Terminal Cities 


OFF-LINE SALES OFFICES: 


Atlonta **indianapolis 
Boston *Milwaukee 
**Cincinnati Philadelphia 
*Dayton *Portland, Ore. **Toledo 
**DeKalb, lil. Rochester, N.Y. 

**Ft, Wayne 
*With Trailer Pool 


San Franci 


**Trailer Pool Only 


(N. Bergen, N. J.). .UN. 
TOwensboro, Kentucky MU. 
Phoenix, Arizona AL. 


**Rock Island, Ill. 
sco 
South Bend, Ind. 


Washington, D. C. 


keep them 

satisfied —with D.C 
the coast-to-coast 
choice for 
coast-to-coast service! 
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COAST 


TO 
COAST 


ONE 
STEP 


- ACROSS 
Pe te 


> - 
/ NATION 


\ i? 
f * 


Denver Chicago Trucking Co., Inc. 
THE ONLY 
COAST-TO-COAST CARRIER 


WA RNING = Many suppliers are becom- 


ing ex-suppliers right now—and don't yet realize it. They 
hear their customers talking hard-se//, but behind the scenes 
the big word is hard-buy. Top management is searching 
every corner and crevice of operations and administration, 
re-examining men, methods and materials. Written or spo- 
ken, the command decision 1s: “Be sure there isn’t a better 
way before you buy again.” 


If your customers aren’t taking anything for granted— 
can you afford to? 


This is clearly a time for waking up. And this is clearly 
the time for no lost-motion. You must get directly and 
speedily to the men who are calling the signals today... 
to make sure they become sold...or remain sold...on you. 


You may not have the advantage of being there while 
your quality, performance and service are under the micro- 
scope—but the Wall Street Journal is! As a matter of fact, 
youll find The Wall Street Journal has extra-ordinary ap- 
peal for the signal-callers during these days of re-shuffling. 
Take a hint from the many, many advertisers who are using 
(and even increasing their space in) The Wall Street Journal 


these days. They’re facing the future more confidently. They've 


learned dramatically that no advertising equals using The 
Wall Street Journal for sure and intimate contact with the 
alert minds of American management everywhere. 
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OPPOR TUNITY: Many big 


sales may be more available to you now than ever before 


..and you may not even suspect it. Doors that have been 
closed to you are beginning to edge open. Right now the 
manager of business everywhere will mentally meet you 
more than half-way if you can offer a more efficient, a 
more attractive or practical or economic way to get his job 
done. If you take him for granted you're sunk. His door is 
more open to you now if you meet the challenge and fill 
the bill. But you’ve really got to sell him. 


Nowhere can you sell so efficiently to the key, question- 
ing executives of business as you can through The Wall 
Street Journal. With this one medium you reach the men of 
powerful buying influence everywhere. In repeated unprej- 
udiced research, it has been established that more of these 
decision-makers read The Journal than any other magazine 
or newspaper... because they consider The Journal more 
useful and important to them in business. 


With The Journal, you can make your big push with 
certainty. If you haven’t been “filled in” on The Journal and 
its power recently, a mental treat is in store for you. Any 
Journal sales office would be delighted to get your call, and 
respond with factual informative data you can really use. 


We're knocking on your door—along with opportunity. 
Can you afford—do you want—to stand on the sidelines 
while the biggest re-shuffling in 10 years is going on? 
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PIVOT’S president asked the sales 
chief, “How about appointing Doro- 
thy to cover the local territory?” 


What! 


An Industrial Saleswoman ? 


Yes, Mrs. Dorothy Ford, the only company salesman, is 
more than holding her own in an otherwise all-male sales 


force of 43 manufacturers’ agents for Pivot Punch & Die. 


By JOHN F. BERGMANN 


Sales Manager, Punch Division, Pivot Punch & Die Corp. 


hnical type life. They’re in a price range of $2 I emphasized particularly the tech 


It’s unthink- to $3 and are normally purchased in nical questions that were most likely 
quantities of 12 or 24+. Average pur- to come up. Fortunately her three 
reaction when the chase orders amount to about $100. vears experience in the sales depart- 
ioned. It’s now a Our sales organization consisted of ment enabled her to see correspon 
ided to attempt the manufacturers’ agents until we de- dence and hear conversations relating 
ided to try a direct full-time sales to these problems. Her previous ex- 
agent. perience also made product knowl 
It was the president of our com- edge and applications a simple matter 
pany who suggested the possibility of of review. The main subject that re- 
taking this unorthodox action. He quired time was how to meet criticism 
had been aware that I was conside1 to our products. Training in this case 
ing changing agents (we have 17 was completed in two weeks. She was 
gent organizations with 43 salesmen) assigned a territory which included 
n the local territory, and one day out 3uffalo, Syracuse, Utica and the com 
—— of the blue he said, ‘“‘How about ap plete southern tier of New York 
pointing Dorothy as a ‘salesman’ to State. This might appeal! sizable to 
doesn’t include cover the local territory?” Mrs. Ford many sales managers. However, with 
ymer good will that has been with our company since its a single product line such as our 
tilted from het efforts. founding in 1945. She progressed punches, there is no need for con 
the woman? What’s her through various shop assignments and sistent repeat calls. This product is 
1d? How was she trained? has been in charge of the punch order a perishable item which is reordered, 
tory does she cover? What department for the past three years. once it’s incorporated in a customer's 
il customer reaction? Dorothy Ford is a woman in her mid- standards. 

ndle sales reports forties, intelligent, attractive and par- Customer reaction reached our office 
etc.? Is the idea ticularly neat, with a pleasant person- almost at once, and it was extremely 
ndustrial suppli- ality. She is a strong-willed individual favorable! No, the comment wasn't 
and has a “‘stick-to-itiveness” which of the kind that men might make 
ll try to answer most of these sometimes can be trying. Why not, about an attractive woman. ‘Typical 
stions. However, first let me give I thought, when the idea was was the remark of Frank Cooper, 
ne information about our product, broached? Aren’t these the qualities Factory Engineering Division, The 
irket and our sales organization. that a sales manager looks for in a Carrier Corp., Syracuse, New York: 
Punch Division of the Pivot salesman? Yes—especially the in- “Mr. Bergmann, I was completely 
& Die Corp., North Tona ability to accept a “no” without ask dumbfounded by the knowledge that 
N_LY.. sells $2.500.000 annu ing many questions. So—Dorothy Mrs. Ford has about punches and 
Ford was offered the position and stamping problems. She certainly im 

wccepted. pressed all of us here at Carrier.” 
The training portion of the pro How about records, sales reports, 
. Certain type gram was relatively simple. I com etc.? Her attitude and cooperation 
patened fea- pletely reviewed the ‘Pivot Punch concerning these are excellent. She 
Sales Manual” with her, thoroughly. goes into detail to a great extent; 
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New interest in education 


makes Encyclopaedia Britannica 


valuable new sales aid 


Ihe United States has repeatedly 


been called a nation of materially 
minded people, but the developments 
of the last decade indicate strongly 
that if this was ever true, it is no longer 
a fact. No nation of families who put 
off the purchase of a new appliance, a 
longed-for trip, or home remodelling 
in favor of buying a set of expensive 
books can be said to be interested main- 
ly and exclusively in material things 
And that has been the fact disclosed 
through thousands of sales of the 
world-famous Encyclopaedia Britanni- 
Ca in recent years. 

The prestige of the Encyclopaedia 
Britannica—notable for over 200 years 

is now at an even higher peak with 
the renewed awareness of the impor- 
tance of education to every individual 
and to the nation. It is frequently the 
first purchase after the bare necessities 
of life have been acquired, and consist- 
ently takes precedence over luxuries. 


With the 


world-tamous treasure of knowledge 1S 


announcement that this 


now available for industrial use as a 


sales aid, sales executives will recognize 
the opportunity it opens for new pres 
tige-building sales promotions, sales 
incentive programs, Consumer promo- 
tions and business gifts or awards. 
The Encyclopaedia Britannica is the 
most valuable gift you can offer—the 
priceless gift of knowledge. People in 
every walk of life share a powerful 
motivation to own it. Contained in the 
pages of the Encyclopaedia Britannica 
is information on every subject signif- 
icant to mankind. It is equivalent to a 
1,000 books, offering the 


knowledge and authority of world-rec- 


library of 


ognized leaders in every field. 

In every respect, it is the largest and 
most complete reference set published 
in America, 
38 000.000 


containing 26,000 pages, 
23,494 


maps, and 


ove! words, and 


magnificent photographs, 
drawings. 

The Encyclopaedia Britannica is 
essential in 


recognized as every 


home where education is respected 


And this recognition is kept alive and 
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These coveted, world- 
famous Encyclopaedia 
Britannica publications 
are now available forethe 
first time for distinctive, 
prestige-building sales 
promotions, sales incentive 
programs, consumer pro- 
motions and business gifts 
or awards: 
The Encyclopaedia Britannica 

24-volume set 

handsomely bound 
Britannica Junior 

15-volume elementary 

encyclopaedia 


World Language Dictionary 


Children’s Classics 
10-volume set 


Book of the Year 
World Atlas 


Successful Parenthood 


growing year by year through millions 
of dollars worth of national advertising 
in important consumer media. In addi- 
tion, the Encyclopaedia Britannica is 
quoted over a million times every year 
in print, on television and over the 


radio. There is no doubt of its popu- 
larity, its prestige, its authority. 

Its careful use as a business aid by 
any company cannot fail to be enor 
mously beneficial immediately and 
through the years. Unlike other prizes 
and awards, the Encyclopaedia Britan 
nica cannot “break down,” disappoint 
anyone, or embarrass the company 
which offers it. There is no possibility 
that anyone could prefer another 
“brand,” because the Encyclopaedia 
Britannica is the universal choice of 
scholars and laymen alike in the field 
of knowledge. 

The Encyclopaedia Britannica is now 
available for selected sales use along 
with other Britannica publications, in 
cluding the World Language Diction- 
ary, Britannica Junior, Successful 
Parenthood, Children’s Classics, the 
Book of the Year, and the World Atlas 
It will pay you to mail in the coupon 
below for information on any or all of 
these publications, together with ways 
you can effectively use them to increase 
sales, improve relations with customers, 
dealers, and employees, and enhance 
your reputation as a company. Britan- 
nica is called “the gift that keeps on 
giving.” Mail in your coupon now for 
information on how the Encyclopaedia 
Britannica can be the gift that keeps 
on giving your company benefits for 


years to come. 


Mail this coupon Today! 


Encyclopaedia Britannica, Inc 
Industrial Department—50 


425 North Michigan Avenue, Chicago 11, Illinois 


Please send me complete information on 


the Encyclopaedia 


Britannica and ott 


Britannica publications. I am particularly interested in how to use these publications for 


Sales Promotion Business Gifts 
Name 
Company 


Address 


City 


Incentives 


Employce Awards Other 


Title 


<4 y) however, the information she gives 
can be helpful in the future. 
4 Here’s a characteristic quote from 
one of her reports: 


“3-5-58 Morse Chain, Ithaca, 

4A CROWING "New York. one 

FATO Mr. D. F. Barber, P.A.—Check- 
CO ae MICHIGAN MARKET ioe quote. wag ried sid we 
re line and would be get 
papier Sey ak He said a 
Detroit operations of Morse 


HASTINGS, 


CHARLOTTE 


BARRY COUNTY 


POPULATION 235,015 0: ° ; ie 
Chain were being moved to their 

RETAIL SALES $243,875,000 plant. He said delivery was 
BATTLE FOOD SALES 62,327,000 very important; he would mark 
orders when they were to be 

CREEK DRUG SALES 8,995,000 expected in their plant. He said 


AUTO SALES 51,302,000 in some instances delivery 1S 


SHALL — . ice 
MARS BUYING INCOME 389,408,000 more important than price. 


ALB/ON 
1 HOUN COUNTY 
Seeks Customer Satisfaction 


t 


poten ol IT’S EASY TO REACH AND SELL THIS MARKET 
WITH THE ENQUIRER and NEWS, THE ONLY Dorothy is acutely aware of the 
PAPER WITH COMPLETE CIRCULATION AND importance of follow-up of new ac- 
LOLOWATER NEWS COVERAGE IN THIS AREA! counts that she’s opened. Normally, 


within two weeks after shipment she 

Ml (oles UP, makes a call on the new account to 
Fi “UV. FF AVAILABLE DAILY AND SUNDAY | see if the product is being used prop- 
erly and if the customer is satisfied. 


WT Vaemhiad@)- ENQUIRER anp NEWS Her record of repeats from new ac. 


counts is much better than that of 
MICHIGAN Member of Federated Publications : ; 
our average agent. Dorothy has her 


= reer ewe Cnty rere expenses paid by the company and of 
Capital of the World SAWYER-FERGUSON-WALKER COMPANY 


T JOSEPH COUNTY) 


course submits a weekly expense a 
report. I hesitate, not wishing 

to embarrass my “brother” salesmen, 
to quote her typical breakfast, lunch 
ind dinner expenses. One thing is 
ertain, a saleswoman doesn’t eat as 
ich as a man, or, if she does, she 


FOR YOUR , doesn’t eat at the same places. A 


tually though, sales traveling expenses 


PERSONNEL see a in her case are, on an average, 25% 
ae lower than the minimum I had fore 

DISPLAYS es ees Bole F casted. 

: Would I say that hiring a sales 


AND OFFICE a) F woman is practical for other indus 


trial suppliers? On the basis of out 


EQUIPMENT r company s experience, yes WwW ith these 


reservations: 


s The moral character of the 
woman must be unquestion 
able. 

equipment moves. That's because : 
M. and more companies are at Wheaton, safety comes first. -“ 
learning that they can depend on Service to all 48 states, Alaska, 
Wheaton for truly safe, on time Hawaii and other countries by land, 
moving on their personnel transfers, sea and air. Next time, call your 
display and exhibit, and office Wheaton Agent. 


Her background must include 
industrial experience. 


3. She must enjoy and desire 
contact with the public. 


4. She must be a mature indi 


: vidual. 
Over 500 
Free moving , . 
ys Agents — all I’m certain that the success of ap 
a eaton 0 i. ae 
aes Res ef ee 
personnel transfers pointing an industria Saleswoman 


cities 


will rest entirely on the care with 
Vere Lees Gc. tt ad which the individual is chosen. If 
Free booklet for the /.. the selection is well made, I believe a 
family “Moving con be / ‘ ‘ LYON company can achieve tremendous 


almost fun dle benefits trom adding women to its 


G | Offi Indianapolis, Indiana id 
enera ices: Indianapoli i nr sang 
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WEEKLY STAR FARMER 


I) 


Check These Points. They're Vital to Selling in Missouri and Kansas! 


af tae Farm News Coverage—Printed each Tuesday on high-speed, 
newspaper-type presses and delivered to subscribers the follow- 
ing day. Consistently scoops other farm publications as much as 

2 weeks on news and stories vital to profitable farming. 


fuer Service Editorial Content—In a recent, typical month, devoted 


21% times as much space to news and stories directly related to 
farm operation and farm living as second Missouri farm paper. 


Classified Advertising Leadership—Year after year, publishes more 
classified ads—the farmer’s own advertising—than second Mis- 
souri and Kansas farm papers COMBINED. What farmers 
think of ad medium’s worth is true gauge of its influence. 


x: Premiums—Unlike other farm papers, Weekly Star Farmer offers 


no premiums. Nearly 400,000 farm families subscribe to Weekly 
Star Farmer for editorial merit alone. They read it... like it... 
make it most powerful single selling force in rural Missouri and 
Kansas. 


AD GAINS! Weekly Star \ | eekl y Star Farmer 
Farmer is the only localized 5 eae ” 
farm paper circulating in Mis- : NE a LD we a 


souri and Kansas to show linage America's Largest Weekly Farm Publication 
PUBLISHED IN KANSAS CITY, MO. 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCSD 
sagpsccnanenenees tena: pisicnenener sashes someconnneasen phi 1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
? HArrison 1-1200 WeEbster 9-0532 Murray Hill 3-616) GArfield 1-2003 


gains in the first 6 months of 
1958. 
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THIS IS THE KIT: Bassick’s sampling-research program succeeded because of these elements. 


When You Sample Your Product 


|. You can find out how many dealers have been sold by 
your distributors. 


You can discover how many dealers do not stock a 
competitive brand. 


You can get an appraisal of your package. 


And you can conduct all this sampling by mail. 


By LOUIS H. BRENDEL 
Merchandising Director 
James Thomas Chirurg Co. 


A glide is a nickel-plated hardened 
steel cup containing a resilient rubber 
pad which can be attached to the bot- 
tom of the legs of chairs, tables, 

and eftec- davenports and other furniture. So 
other mar- equipped, the furniture glides quietly 
over floors and carpets without dam- 
aging them.) This information was 
not available because, while Bassick 
knew how many glides were sold to 
1e en- some 400 hardware distributors or 
markets. jobbers, they had no way of knowing 


problem was to deter- 
ent orf the U.S. hard- 
id sell Bassick 


STOCK al 
: +} 


how many retailers were being sold 
by these distributors. As a result, 
there was considerable difference of 
opinion among company sales execu- 
tives as to what this degree of satura- 
tion of the retail hardware market 
Bassick glides. 2 

It was decided to get out of the 
guesstimation area by 
nail survey consisting of a suitable 
questionnaire to hardware dealers. As 


the dealers 


conducting a 


a token of appreciation for 
taking the minute or two to answer 
the questions, a package of these glides 
was to be enclosed. This gesture had 
two important fringe benefits (1) it 
afforded an opportunity to let all 
these dealers see Bassick’s new ‘‘See- 
N-Sell” plastic tubes for glides cre- 
ated to accommodate the _ trend 
towards self-service in the hardware 
field and the attractive 10 tube dis- 
play box (in keeping with advanced 
decimal packaging) and (2) a splen- 
did opportunity for sampling the 
product. (The hardware retailer 
was invited to take the sample set 
of 4+ glides home and nail them onto 


(continued on page 107) 
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GREAT BALLS 
~ \OF FIRE 


TO SELL 


IT’S FIRST 3 FIRST! 


e Newspaper distributed magazines are earning an ever in- top market f ork, Chicago and Philadelphia- 


creasing role as the backbone of many national advertising where 18% of all U. S. I 


made—should serve as your 

campaigns, and the ‘“‘Great Balls of Fire’’ among all newspaper dis- main advertising target up« hich to concentrate your heaviest effort. 

tributed magazines are the FIRST 3 MARKETS GROUP. There is In these huge markets, where the family coverage of General Magazines, 

nothing like this winning combination of three dominant magazines Syndicated Sunday Supplements, Radio and TV thins out, there is no 
fire-up enthusiasm ar to move customers by the millions into substitute for FIRST 3 MARKETS’ solid 62° COVERAGE of all 

local outlets. Also, advertisers’ recognition of FIRST 3’s Sunday families. 

Punch has grown like wildfi as an example, during the first 6 To make your advertising sell 


more where more is sold... it’s 
months of 1958, F3M carried more than twice the advertising pages FIRST 3 FIRST! 


carried in the same 1952 period. Circulation nearly 6,000,000. 


ine group with the Sunday Punch 


New York Sunday News Coloroto Magazine 


F | RS i Chicago Sunday Tribune Magazine 


MARKETS GROUP Philadelphia Sunday Inquirer “‘Today’”’ Magazine 


Rotogravure e Colorgravure 


New York 17, N.Y., News Building, 220 E. 42nd St., MUrray Hill 7-4894¢ Chicago 11, IIll., Tribune Tower, SU perior 7-0043 


San Francisco 4, Calif., 155 Montgomery St., GArfield 1-7946* Los Angeles 5, Calif., 3460 Wilshire Bled., DUnkirk 5-3557 


This packaging expert puts products in motion... 


oe 
Snerial 


e Specialists help speed 
n and Production 


( 


n, packaging ivanced Olin 
lophane types pri I 
ecducing costs, increas pl 
Call in an Olin Cellophane represen 
ve, today. Or write: Film Division 
5 Madison Ave., New York 21, N. ¥ 
Olin Mathieson Chemical Corporation 


What putting your products in motion 


means to: 


SALES, ADVERTISING AND MERCHANDISING 
EXECUTIVES SEEKING TO INCREASE SALES 


IN A BUYER’S MARKET 


Increase Sales? 


New composite surveys give a stunning answer: 35°¢ of the companies 


port 


making a package change report a 10% sales gain, 40 rey 
up to a 30% sales gain, and 5°¢ report increases as great as 500‘ 
A powerful statistical testimonial to the selling power of packaging! 


ing About Sales Increases? 


For one thing, many packages are not as efficient as they should 
Some were hastily designed and fail to hold up under today’s 


intense competition. A new, improved package can rectify the 
| I 


and give a good product the competitive advantage it deserves 


Packages Are Still On The Market? 


A study of some 1200 manufacturers representing virtually every 
industry reveals that 54% feel the necessity of 

revamping their packaging. If you are among this 54 

ask your Olin Cellophane representative to help you increase 
Sales, Cul Costs or improve product protection 


through better packaging. 


These experienced specialists can help you exploit 

the potentialities of Olin Cellophane and 

Olin Polyethylene by introducing added color, distinction 
and brand identification to your packaging 

Obtain these benefits by capitalizing on their engineering, 
merchandising and artistic skills. 


OLIN POLYETHYLENE 


OLIN CELLOPHANE OFFERS YOU THIS UNIQUE COMBINATION OF SPECIALIZED SERVICES 


Packaging Specialists Product Evaluation Laboratory 


° . ° \ . 
Package V erchandising Service lac hine 


elopment of package I . . pr 


Engineering Service—Hel 
Research and Development Laboratory 
/ 


) ‘ 
Technical Service 


Order Service 


Scheduling Service 


wt 


National Advertising Service 
vertisements G iH 
\ week 1 Fortune M 


Packaging Training and Education Ser- 
vice t er t | t 


x 


TAMPA - ST. PETERSBURG 


.-.- market on the move! 


Important cargo is on the move in the MARKET ON 
THE MOVE —TAMPA- ST.PETERSBURG —via swift, 
modern air transports that link the Twin Cities of the 
South with important world markets. Excellent air trans- 
portation facilities help spark the amazing industrial 
expansion in TAMPA-ST.PETERSBURG— NOW IN TOP 
30 MARKETS—30th in retail sales, 27th in automotive 
sales, 29th in drug sales! 

And, keeping pace, is the station on the move—WTVT 
—with 30 of the top 50 programs*— the station with 
top-rated CBS and local programs that blanket the 
MARKET ON THE MOVE — TAMPA-ST. PETERSBURG. 


*Latest ARB 


station on the move... 


WIVT 


TAMPA - ST. PETERSBURG 


Channel 13 


The WKY Television System, Inc. 


WKY-TV WKY-RADIO | WSFA-TV 
Oklahoma City Oklahoma City Montgomery 


Represented by the Katz Agency 


Sampling 
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‘S stock ny Bas 


‘ushion Glides. 


promotion tool 
) | 
Bass KS new 


box packag 


lo encou 
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dealer 0 


POM) CO) 


UUU wo 
sick sent 
these stores. 
lhe san ple ret 


states with a 


the nul 


Here are 


this survey: 


Bassick Rubbe 
are stocked by 
replied. 


} ishion ( slides 


»/2 
3 of the stores 


presently stock any rubbe 
ion glides. 


‘Those states where most and 
those where least Bassick Glides 


: 
are stocked. 


7. ‘The replies CCE1 
that Bassick 


and other Hoo 


products (casters 
protection de 


vices) are most highly regarded. 


5. The majority of retailers com 
menting on the new packaging 
of rubber cushion glides like the 
new tube and display-box pack- 
age. 
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) 
OU) stores 


tionnaire 


Strer 


Oo bolster 

dealers. 

\s has already been mentioned, 
the knowledge ot where the 
areas ot strength and weakness 
ire, enable sales direction t eh 
onfidently pinpointed. 

sased on the success ot thi 
sampling campaign, Bassick fiel: 
salesmen now ibute 


glides when 


I sample se 
*\ call on hardware dealers 
ind distributors are encouraged 
to do likewise. For Bassick sales 
executives realize t 
is much more likely 
huy tor that matter, something 
with which he is familiar. ‘Uhey 
recall the case study of how 
‘Toni home permanent waves 
finally “got off the ground” by 
providing free samples to sales- 
ladies. # 


Now! Try It Free... 


A COMPLETE 


SLIDE PROJECTOR KIT 


YOUR SALES FORCE 
WILL USE 


size of small attache case 
...only 7% pounds 


You know how difficult is to get 
your salesmen to put on a slide 
presentation. And you also know 
how effective a sales tool slides are. 
Yet, you really can’t blame your 
salesmen for not wanting to carry 
around bulky equipment that takes 
time to set up, inconveniences the 
customer and often hits embaras- 
sing snags you can’t anticipate. 
Now, a new slide projector kit has 
been developed that answers all your 
problems—and your salesman’s: 
THE ATTACHE-KIT. It’s hand- 
some, compact, light, sets up in 
seconds, leaves nothing to chance 
and requires no yperate. 


THE ATTACHE-KIT 


designed by experts 
exclusively for 
salesmen’s 

slide presentations. 


@ Can be used in lighted room 
High efficiency optical system 
Projects from only 36” 


capable of 8:4’ picture 


Holds 240 slides 


os 
@ 10" x 14” screen, shaded to prevent glare 
a 
a 


Adjustable leveling platform — 
spare projector bulb — 10’ extension cord 


@ Sturdy —built to take the pounding your 
sales staff will give it 


FILL OUT COUPON FOR 
FREE 10-DAY TRIAL! 


Absolutely no obligation. Try it — have 
your salesmen use it on calls. It sells 
itself. If you keep it, we’ll bill you only 
$89.50 plus shipping charges. Each of 
your salesmen will want one-— special 
quantity prices available. 


PRESENTATION DESIGNERS Dept. S-] 
46 East 53 St., N. Y. 22,N. Y. 

Sirs: Please send me, without obligation, 
THE ATTACHE-KIT for free 10-day trial. If | 
decide to keep it, bill my company $89.50 
(plus shipping charges). If not, | may return 
it after 10 days with no questions asked 


NAME 
TITLE 
COMPANY 


ADDRESS = caatinteaee 


Send information on quantity purchases () 
SQ SS BBE eS SBS See eee 
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For making the most of markets . . . 


Soaring Spot Radio Provides 
10 Million Watts of Sales Power 


By LAWRENCE M. HUGHES 


ia may have cre- 
ate yre discussion and_ headlines, 
radio has been busier than ever build- 
ing audiences, advertisers—and sales. 
Today’s 3,300 U.S. AM (ampli- 
modulation) radio stations serve 
rican people of all ages, sexes, 
nguages, occupations and diversions, 
at all hours and in virtually all places, 
through a combined 10 million watts 
of power—reaching almost three times 
receiving sets as there are 
> nation. 
Today, national and regional and 
are investing more 
in radio than ever before to 
the most of its flexible, market- 
ket sales potentials. 
Federal Communications 
Commission shows that between Janu- 
y 1, 1946, and January 1, 1958, the 
number of AM stations operating or 
iuthorized grew from 1,004 to 3,304. 
[hough the sharpest increase—51.4% 
was made during the year 1946, 
“nd has pushed steadily 
1. In 1957 alone 179 new 
got FCC’s blessing. 
[he number of FM, or frequency 


advertisers 


modulation, stations multiplied 13 
times in the first four postwar years, 
from 55 to 737, but currently is 
536. ) 

Combined power of 3,250 AM sta- 
tions now on the air comes to 9,824,- 
150. These stations include: 29 of 
100 watts; 1,269 of 250 watts; 196 
of 500; 1,046 of 1,000; 556 of 5,000; 
53 of 10,000. and 101 of 50,000 
watts. 

Though the 101 biggest have half 
the combined power, middle-power 
and below stations have multiplied 
most in the last 12 years. 


This is the second in a series 
of special reports 
on major media. 


Meanwhile, in this period, the 
number of radio sets expanded from 
58 million to 139.5 million last Janu- 
ary 1. Last year’s gain was the great- 
est since 1949. Of the 15.4 million 
sets sold in 1957, Radio Advertising 
Bureau estimates that six million 


were replacements and 9.5 million 
created “new places to listen.” 
Radio-set ownership, which now 
reaches 96.4% of U.S. families, is 
divided: 93 million in homes; 36.5 
million in automobiles, and 10 million 
in public places. In 1957, 87.59% of 
all new cars sold were radio-equipped. 
The number of radios 
alone today is in fact greater than 
the total radio homes of 1947. And 
the so-called “home” radios are be- 
coming increasingly “mobile.” 
“Within five years,” predicts John 
F. Hardesty, v-p and g.m. of Radio 
Advertising Bureau, New York, 
“every fourth person walking down 
the street will be radio-equipped. Al- 
ready we have the wrist watch radio 
being refined, the small transistor set 
that can be carried in a shirt pocket 
and radios built into women’s 
handbags.” By 1963 he 
“fountain pen radios—even radios in 
eyeglass ear pieces—at a 
reasonable that everyone can afford 
them.” 
Even in areas where TV has 90% 
saturation, the RAB finds that radio 


motor-car 


torecasts 


price so 


HOW TOTAL RADIO VOLUME IS DIVIDED 


Network, Spot and L 


1946 1947 1949 


ial 


1950 1951 1952 1953 


ocal as Per Cent of 100 


1954 1955 1956 1957 
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continues to make rapid progress. In 
1 study called “Radio in Telurbia’’ 
Wantagh and Levittown, L. I.), it 
was learned: 


‘1. More 
acquired new 
pared with about one-third for U.S. 


half of families 
1957 


than 
radios in com- 
families as a whole; 


“2. About 90% of these new radios 


went into non- IV rooms, where fam- 
ily members can listen even if a ITV 
set 1s in use elsewhere in the home. 


‘2 


3. Nine-tenths of respondents say 


they are listening to radio as much 


or more—this year than last.” 


‘These families spent an average of 
$32.93 for home radios and $70 for 
Cal radios. 

Across the country, RAB points out 
that, among others ‘97% of teenage 
girls, 95% ot 
93.4% 


every 


homemakers, and 
of young men listen to radio 
week.” Radio 


nance during the de ision making, ac 


claims ‘“‘domi- 
tion taking period prior to 3 p.m. each 
day ’—suggestive to advertisers that 
‘the early bird gets the customers.” 

Whereas other major 
| 


door ex epted 


media out 
have less coverage in 
& Co., re 


bet ween an 


the summer, Sindlinget 
firm, shows that, 


average day in 


search 
February and in the 
the collective national radio 
89.5 million 


summer, 
listening expands by 
hours. 

Kevin B. Sweeney, RAB’s presi 
dent, tells a Mobile, Ala., group that 
in which an 
communicate at all 
with half of Southern families.’ To 
farm families 
primary And it 
to be a daily habit in small 
suburbs and larger cities. 


“radio is the only way 


advertiser can 
generally, radio is a 
medium. continues 
towns, 


Spot Radio Becomes 
"Fastest-Growing Medium" 


Radio — and specifically spot or 
market-by-market radio—is just strik- 
ing its stride as an _ advertising 
medium. 

In the 12 years 1946 through 1957, 
total radio expenditures rose 42.6% 
from $454.4 to $648 million. 

Network radio expanded from 
$199.6 million in 1946 to a peak of 
$210.6 million in 1948. Then, as 
TV got growing, network radio nose 
dived to $60.5 million by 1956. Last 
year it edged upward to $64 million. 

Meanwhile, in the 12-year period, 
advertising revenue of both spot and 
local radio more than doubled. 

Though gain throughout 
the period $156.6 to $380 
million than that of 
its biggest jump (37%) 
made in 1947. Since then local has 
climbed consistently, but more moder- 
ately. Last year’s increase, for ex- 
ample, was nearly 10%, from $345.5 
to $380 million. 

Spot gained steadily from $98.2 
million in 1946 to $145.6 million in 
1953; dipped in the next two years 
to around $134 million, and since has 
bounded upward—20% in 1956, to 
$161 million, and 26% in 1957 to 
$204 million. 

In the first four months of this 
year, local radio is estimated to have 
expanded 2.9% and spot radio was up 
5%. 


local’s 
trom 
was QI eater 


spot, was 


Over the 12 years: 


The network share of total radio 


advertising revenue dropped 


43.9% to 9.9%. 


trom 


Local rose from 34.5% to a peak of 
60.9% in 1956, but last year dipped 
to 58.6%. 

Spot increased from 21.6% to a 
record 31.5% in 1957. 


Advertisers’ interest in radio stems 
from a lot of reasons—three of which 
are coverage or penetration, low cost, 
and flexibility. The essence of spot 
of course is flexibility in place and 
time. But the radio networks have 
become more flexible, Instead 
of being forced to buy hundreds of 
stations across the board, advertisers 
now can get regional networks of 30 
or 40 stations. 

Kevin B. Sweeney contends th: 
“radio is the on/y medium which 
1958 continues to expand in adver- 
tising revenue. Despite reports 
to the contrary, ITV is down in ac 
tual volume. TV is down more than 
newspapers—though not so much as 
magazines.” 

While the total radio “pie” in 12 
years widened only 42.6%, the num- 
ber of AM stations trebled. Thus 
the average station revenue apparently 
declined from about $454,000 to 
$197,000. Yet Sweeney shows that 
“the great majority of radio stations 
are profitable—and most of the total 


too. 


(continued on next page) 


TOTAL RADIO STATIONS AND RADIO SETS 1946-1958 
Yearly growth in index numbers, base (100) 1946 
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More Major Advertisers 
Hitch Sales to Radio 


TTL aan 
a 


; in 
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CRAM—Kevin B. Sweeney, dean of studies (and otherwise 
president of Radio Advertising Bureau) consults with 


nat 


onal ad tise! his total of 990, compiled from 

Fe oss-section of sellers of radio time, 

probably is incomplete. RAB says 

og the number of multi 

now back advertisers, as distin 

from local advertisers, comes 
least 1.000.” 

radio advertisers reach, 

from Abbott's Dairies 

Shoes and \ero-Mavytlowe 

7 2 eo Magnolia Petroleum, 

brassiere and Mlail 

to Welch Grape 

Wide Automobiles 


Volkswagen ) ind Wrigley’s gum. 


n 


as ote 


now spend 


Largest users of spot—again alpha 

illy were American ‘lobacco, 

new looks 1 Nlotor, General Foods, Leve1 
One o id Reynolds ‘Tobacco. 
INE LOW also were among the 
\ n network radio the others 
sristol-M ve rs, Colgate Palmo 

live and Csrove | iboratories. rs he 
two largest-of-all advertisers (sen 


| Motors and Procter & Gamble 


ft vet tops in 


no 
Foods al VTOCeTIEeS, 
nds i adios larg 
Lr ig are second t $1. 
Iture and ale, beer and wine 


with 54 each. Other 


RAB’s v-p and g.m. John F. Hardesty (right) on homework 
for students in the “graduate school ot radio selling.” 
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. Eye-opener for advertisers 


To get full results from radio advertising, sales and advertising 
executives need to understand the complex program elements 
which, when properly combined, give Spot Radio its tremendous 
selling-power. These elements are clearly defined in the John 
Blair Report, LOCAL RADIO PROGRAMMING, recently 
published. It is termed an “eye-opener for advertisers” because 
it brings into sharp focus the exacting skill demanded of station- 


management in creating an overall program-structure that con- 
sistently builds maximum audience for the station, and sales 
for its advertisers. Hence the book contains a wealth of informa- 
tion vital to any executive charged with the responsibility of 
moving mass-market goods at a profit. For the complete report, 
write John Blair & Company, 415 Madison Avenue, New York 
17, N. Y. Price, one dollar. 


JOHN BLAIR & COMPANY 


Exclusive National Representative for: 


New York... WABC 
Chicago WLS 
Les Angeles KFWB 
Philadelphia WFIL 
Detroit. WXYZ 
Boston.. WHDH 
San Francisco KGO 
Pittsburgh WwWWSW 
St. Louis KXOK 


WWDC 
WFBR 
KLIF- 
KFJZ 
Minneapolis-St. Paul.. WDGY 
Houston. KILT 
Seattle-Tacoma KING 
Providence - Fall River - 

New Bedford. ..WPRO 
Cincinnati .. WCPO 


Miami 
Kansas City 
New Orleans 
Portland, Ore 
Denver 


Washington 
Baltimore 
Dallas -Ft. Worth 


Newport News 
Louisville 
Indianapolis 
Columbus 


Norfolk- Portsmouth 


San Antonio ..... KAKI 
Tampa-St. Petersburg....... WFLA 
Albany-Schenectady-Troy.. WTRY 
Memphis 

Phoenix 

Omaha 

Jacksonville 

Nashville 

Knoxville 


.WWVA 
.KRMG 
. KFRE 

sacnes ON 
ee 2 8 
....WBDO 
... WNBF 
.KIDO 
... KFYR 


WQAM 
WHB 
WDSU 
KGW 
KTLN 


Wheeling-Steubenville 


Wichita....... 
Shreveport 
Orlando... 
Binghamton 
Boise... 
Bismarck. 


WGH 
WAKY 
WIBC 
WBNS 
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White Rock soft drinks, and 
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FY ods. 


Myers, Max Factor, Gillette, Grove, 
Miles, Pfizer, Pharmaceuticals, Inc., 
Pinkham, Plough, Revlon, Sterling, 
Vick and Warner-Lambert. 
Babbitt Colgate. Je 
and P&G. 


Allied, American Cy 
International Min 
Union 


Soaps rgens, 


| eve 


Chemicals 
iid, Du Pont, 
and 


Olin Mathieson 


Alcoa, International Nick 
US. 


Vetals 


Rey nolds, 


radio: 
Mobil. 


Shell, 


Ssocony 


\ Ind. ), 


lexaco, Standard 
Phil 


SHEEPSKINS—After students have made their own final 
Sweeney awards honors 


President Kevin 


miral., 


Borg-Warner, Emerson, Mo 
torola and Zenith. 

All of the Big Six in cigarettes 
radio-spot: American Tobacco, 
Brown & Williamson, Liggett & 
Myers, Lorillard, Philip Morris and 
R. J. Reynolds. Other tobacco adver- 
tisers include Consolidated and Gen- 
eral Cigar. 

All types of 


sales stories. 


now 


transportation radio 
spot their 
Votor cars: General Motors and 
Chrysler—plus the U.S. “little three’ 
American Motors, Studebaker- Pack 
Willys) 
ported makes. 
Tire PY 


General, Goodrich and U. S. 


ird and plus various im 


Five 
Rubber. 


three of the Big 


all major domestic lines, 
und Continental, and 
France, 


{viation: 
except Branift 
h foreign-flag lines as Air 


KLM. and SAS. 


Railroads and bus lines: Burling 
Great Northern, Greyhound, 


Sabena 
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sales pitches, RAB 
in Bureau’s one-week sales school. 


FILED UNDER “N” 


NEWS, all of it. Crop prices and hurricane re- 
ports. A downtown holdup and an eighty-yard 
runback. From the blaze of a local fire to sud- 
den revolt in the Mideast, listeners hear more 
news—and better news—on the 14 stations rep- 
resented by CBS Radio Spot Sales. More, be- 
Cause we Carry more programs. Better, because 
in addition to our roster of distinguished local 
news personalities, we offer the unparalleled 
coverage of the CBS Radio Network. A recent 
study shows that as a result of our authoritative 
News programs, listeners believe more in our 
sponsors. If you have a product to sell, sell it 
with the authority of stations represented by... 


CBS RADIO SPOTSALES 


Representing: WCBS New York WBBM Chicago KNX Los Angeles 
WCAU Philadelphia WCCO Minneapolis-St. Paul WTOP Washington 
KMOX St. Louis KCBS San Francisco WBT Charlotte WRVA Richmond 
WEE! Boston KSL Sait Lake City WMBR Jacksonvilie KOIN Portiand 
CBS Radio Pacific Network and CBS Radio New England Network 


€ x. 99 
is Complex 


And hard to appease. 
He searches his dial 


For something to please! 


Every market is just as complex 
as the individuals within it. To 
penetrate complex markets, you 
must first penetrate the complex 
minds within them. It takes a flex- 
ible medium like radio, pro 
grammed with the individual in 
mind to do the job effectively and 


economically 


In Greater Los Angeles, it takes 
KHJ Radio. For 36 years, KHJ 
has featured FOREGROUND 
SOUND... news, 


sion, commentary, quiz, dramatic 


sports. discus 
and variety programs...designed 
to appeal to the complex minds 


in America’s Second Market 


Never underestimate the variety 
of tastes that make up the Los 
Angeles market. Here is a medium 


programmed to satisfy them all 


KHJ 


RADIO 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 
Represented nationally by 
H-R Representatives, Inc 
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icts highly ‘“‘practical”’ pro 

: rs. Among these are the three 
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itional advertisers, on those 

tailo ed to its | ding $250,000 and more. The 

te ones I counts some 400 brands with 


example I I lance d ribu idge n the $250,.000-to-$S1 million 
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ers and cot Though agencies sit in with thei 


lients, and RAB 
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cvional paint manutact 
fee roasters. We have more intorma makes separate 
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tion about regional adve 


tisers than Sweeney 
and the ‘Tele savs, ‘we don't go after agency media 
oh eon We ha c¢ departments W e tac kle account ex 
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mation on newspapers 1 ecutives and agency principals, and 


the Newspaper Bure: 
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sion Bureau combined 


especially the company product man 


igers and lop marketing managers. 
We're placing more emphasis all the 
time on top marketers and top com 

managements. More than half 


+11 meetings in the last six 


ot 1 
tion. ‘We found that few 


( iltivating these 


months were attended by company 


presidents. 
“We show advertisers who are not 


tions were eally 
oweeney explains. 


Retailers contacted by RAB direct 


stores 


now in radio how radio can meet thei: 
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One-man bands are dandy... BUT 


If you want to make music that’ll move millions, you 
need more men. Not only musicians, but behind-the- 
scenes people, too. WJR has got ‘em—well over 
a hundred—including musicians, singers, arrangers, 
directors, producers, writers and such. Now all these 


folks cost more to maintain than a couple of “disc 


jockeys,” but when you cater to the musical whims of 


an audience as large as WJR’s you find they’re very 
necessary. 


For instance—WJR’s music motto is ‘“‘ Music for every 


taste’’—and planning a musical menu for its many 


listeners requires experts in the classics, choral arrange- 


ments, folk songs, religious music, band music and other 
kinds, as well as the current favorites. And WJR’s got 
the experts. Furthermore, WJR’s audience appreciates 
the variety and quality of music that they get. 

We know this by their letters—advertisers know it by 
the results they get. You can find it out by checking an 
Alfred Politz survey, which shows WJR as the No. 1 
radio station in the Detroit-Great Lakes area. If you’ve 
got a product or service to sell, call your Henry I. 
Christal man, he’ll show you how WJR can help you 
make music that will have your sales department danc- 


ing circles around competition. 


50,000 WATTS CBS 


WJ a DETROIT 


Radio Programs with Adult Appeal 
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Fast-Moving RAB Nears 
$1 Million-Budget Mark 


RAB was set up as an independent industry organization seven 
years ago. It was an outgrowth of a department in the National 
Association of Broadcasters. As a department it was in effect 
supported by the whole membership of the trade association. But, 
in setting up as a separate entity, NAB members had the option 
of allocating or declining to allocate, a portion of their dues to 
RAB. Income at the RAB’s start: $150,000 annually. 

That was the year in which total radio advertising revenue 
reached a peak of $624 million. In the next three years—while 
television blossomed across the land—radio revenue dropped 
$80 million. 

The over-all 
Reflecting — and stimulating—this trend, RAB reports, each 
month, new records in its own income and membership. 


radio trend has since moved forward again. 


Its annual income rate of $915,000 in June was projected to 
$930,000 for September and $950,000 by next January. 

Kevin Sweeney estimates that RAB’s 850 members account 
for 65% of radio’s $648 million annual advertising volume. In 
addition to stations, the members include all four coast-to-coast 
networks, and station representative firms. 

Today, among media “bureaus,” RAB ranks second in income 
only to the 44-year-old newspaper Bureau of Advertising, which 
has more than $2 million. RAB’s income is slightly larger than 
that of Television Bureau of Advertising, and about four times 
as large as that of 15-year-old Magazine Advertising Bureau. 

RAB’s $915,000 is divided: 55% for research and promotion; 
28% for sales; 17% for member service. 

But across the 3,022,387 miles of continental U. S., through 
the 8,736 hours of each year, RAB devotes 100% of it to showing 
advertisers Rich Rewards from Radio , 
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PAINESVILLE 


LORAIN CLEVELAND 
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WOOSTER CANTON 
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NEW PHILADELPHIA 


We offer you a large share of 
the Northeastern Ohio buying audience 


You reach Northeastern Ohio’s real 
buying audience through WGAR. 
Because WGAR surrounds your 
commercials with radio for grown- 


ups... of all ages. 


For example, this fall, WGAR pre- 
sents professional football at its excit- 
ing best featuring the Cleveland 
Browns. Dynamically reported for 
Northeastern Ohio's big sports-minded 
radio audience by top sportscaster Bill 
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McColgan . 
descriptions are seats on the 50-yard 
line for thousands of the Browns’ faith- 
ful and enthusiastic fans. 


.. Whose colorful game 


WGAR maintains this policy in all 
its programming. . 
variety shows. . 


. good music... 
. accurate 
. drama—featuring 
performers from top CBS talent. 


. sports. . 
news coverage. . 


So reach your real buying audience 


through WGAR. 


Radio for grown-ups 
...Of all ages 


WGAR 


CLEVELAND OHIO* 
The Peoples Broadcasting Corporation 
WRFD-Worthington, O. - WTTM-Trenton, N. J. 
W MMN-Fairmont, W. Va.- WNAX- Yankton, S. D. 
KVTV-Sioux City, la. 
*Represented by the Henry I. Christal Company 
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How Much "Merchandising" 
Do Stations Give Advertisers? 


\dvertisers buy radio primarily on t. On the other hand, two or three 
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“The High Cost of Nephews" ng the Sale.” 


te hniques and devices (telephone 


LT his covered not only 


An objective look into a subject that’s not nice to talk about, selling. presentation methods. ete. 


but one on which everyone has an opinion nepotism. Is it but “selling ideas,” 


‘creating a com 
good or is it bad? Does it cost or pay to put a relative on the I l and “writing a commercial. 


payroll? Qn Saturday morning the 18 stu 


dents had to prove what they had 
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learned—and could do—by making 


short presentations before juries. ® 
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Dale Carnegie 
Sales Course 
now available 


in 126 cities! 


' 
your salesmen learn by doing 


Whether your salesmen are local... or This is action training 
all over the map eg they can now profit hey practice selling your product or service in a 
from identical salesmanship training 


“sales laboratory’’ under the direction of seasoned 
salesmen-instructors. You'll see the proof on your 


Here’s a sales course that frees you of one of the sales reports. Take action yourself right now by mailing 


toughest tasks in sales training—instilling time-tested the coupon below for full details! 


sales principles into the daily work habits of your 


salesmen. This training can make top producers oul 7 - a 7 . 
What this course is...and isn’t: The Dale Carnegie 

of your marginal salesmen. And, because they can 
Sales Course is based on the principle that the best 


take the course on their own time. it saves you time! ; : 
wav to learn is do. Salesmen dramatize selling 


Now—for the first time—the Dale Carnegie Sales methods themselves, at every session. This is no “‘one- 
Course is available to you in 126 cities, all over the nighter”’ pep-up course; eflects are lasting. There are 


country. Each salesman receives identical training... no long-winded lectures, no examinations, no reports. 


and he may visit any class in any city at any time. Your salesmen will like this stimulating way to learn. 


DALE CARNEGIE SALES COURSE 
Dept. SM 5912 / 15 West 46th St., New York 36, New York 


DALE 

CARNEGIE scenes ss 
send complete information relat 

Dale Carnegie Sales Course 


Sales Course : . . « « Send name and address of Dale Carnegit 
; sales Course representative nearest me. 


v York 36, N. Y . name 


at : company 


ale 


Ip 


address 


DALE CARNEGIE 
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To help advertisers get better value for their advertising dollars 
RUBBER WORLD will shortly issue the first of a series of “Reader Research 
Reports.”” These reports are based on actual field interviews with men in 
the rubber industry, in which they tell about their job functions, the 
materials and equipment they buy, what they need to know to make their 
decisions, and what they get out of actual advertisements. 


These depth interviews are conducted by The Schuyler Hopper Company, 


an organization well-known for its sales investigation techniques. ““Reader 
Research Reports” spell out, in their own words, the information needs 
of men in the rubber industry responsible for the selection of materials, 
equipment, services. In addition to describing their information needs, 
and how these needs are satisfied, the men interviewed offer constructive 
comments on advertisements they find helpful (and occasionally toss a 
brickbat at an advertisement that doesn’t fill the bill). 


Advertisers to the rubber industry who study and accumulate these bulletins 
will have a rich source of first-hand material that can help them get more 
out of the money they invest in their advertising by covering more com- 
pletely the kinds of information that help their prospects in the rubber 
industry make the right buying decisions. 


RUBBER WORLD’s “Reader Research Reports” will be published periodically. 
There will be no charge to anyone who advertises to the rubber industry, or 
to agency people. If you will drop us a line we will be happy to put your 
name, and those of others in your organization who may be interested, on 
our mailing list to receive them. Or better yet, for faster service and a 
“look-see” at other informative material that has been extracted from 
these interviews, call your RUBBER WORLD representative. 


a Bill Brothers publication 
386 Fourth Avenue, New York, N. Y. 


William T. Bisson, 163 West Exchange Street, Akron 2, Ohio 
Marie Berube, 333 North Michigan Avenue, Chicago 1, Illinois 
Robert A. Ahrensdorf, 5720 Wilshire Blvd., Los Angeles 36, Cal. 
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The colorful mid-month magazine devoted to family living. 


\ wheat farmer on his feet firing a 
tough question at foreign trade experts 
during the recent **Little UN’ meeting in 
Kansas. Photograph from TOGETHER 

re story Diplomats Visit the Kan 
t Land 


The active interest in community life shared by 
TOGETHER readers stamps them as among the lead- 
ers in community, church and civic affairs. Matching this 
interest with on-the-spot reports of significant events— 
such as the “Little UN,” where farmers, merchants and 
housewives gather with representatives of foreign nations 
— TOGETHER occupies a place of special importance in 
over 900,000 homes each month. 


READ BY OVER 900,000 CHURCH FAMILIES 


TOGETHER ...the Midmonth magazine for Methodist families, 
740 Rush Street, Chicago 11 


You Can Still Get Reprints 
of These Articles 


To order, write Readers Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N.Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


"Dividends vs Development’ 


By Philip Salisbury, Editor and 
Publisher, SALES MANAGEMENT. 
This article presents a strong argu- 
ment for maintaining a high level of 
selling and promotional activity now 
to insure the future. Now’s the time 
to lay the groundwork to capitalize on 
the upswing expected in the 60’s. Re 
rint No. 358 Price: 10¢ 


"The Recession is Over!" 


By Peter B. B. Andrews, Chair- 
man, SALES MANAGEMENT'S Future 
Sales Ratings Board. A careful analy 
sis of the state of our economy as of 
mid-summer, and future sales ratings 
on 114 industries for the third quar- 
ter and the next 12 months. Reprint 


No. 357 Price: 10¢ 


"New Concepts in Setting Sales 
Quotas and Potentials" 


By Dr. Jay M. Gould, Research 
Director, SALES MANAGEMENT'S 
Survey of Buying Power. Through 
special assemblies and analyses which 
can now be provided through IBM 
cards carrying Survey data, manufac- 
turers can obtain data which will en- 
able them to do more exact forecast- 
ing and planning. Article summarizes 
typical problems and solutions. Re- 
print No. 359 Price: 35¢ 


"Sales Projections to 1961-63 of 734 
Public Corporations” 


A special study made for SALES 
MIANAGEMENT by The Value Line 
Investment Survey. Informed “guess- 
timates”’ of how a large group of big- 
name firms will be faring several 
years hence. Reprint No. 362 Price: 
50¢ 


"Private Brands Gain Strength in 
Food, Hard and Soft Lines" 

A staff report directed by Lawrence 
M. Hughes and George P. Nicholas. 
The picture varies from industry to 
industry. This article reports on pres- 
ent policies of many big food chains, 
department and variety stores, touches 
on tires, gasoline, liquor, drugs. An 
unvarnished analysis of the kind of 
competition national brands face to- 
day, and will be facing tomorrow. 
Reprint No. 361 Price: $1.00 
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of 'One Pound’ Ma 


CASE HISTORY: These four London hotel staff- 
ers had never met anyone quite like Mr. K. M. 
Vacgregor. His generosity caused him to be 
nicknamed “One Pound.” Little did they know 
that not too long before, back in the States, 
K. M. had been known as “Thin Dime” Mac- 
gregor. That is, before he became the hottest 
salesman in his company. What brought about 
this change? A Pan American Travel-Incentive 
Campaign. For up until this campaign, “One 
Pound” had been satisfied with just making a 
living. With the introduction of travel incentive 
by his sales supervisor, though, Macgregor’s 
sales zoomed, his income doubled and his com- 
pany enjoyed the best year in its history. 


Ask yourself if your company’s incentives are 
keeping pace with your need to move more 
goods. Are you getting the full use of all the 
know-how your sales force possesses? Most 
sales executives feel that they've not. Here’s 
one answer that has proved successful: A 
Pan American Travel-Incentive Campaign! 


You can send your prize winners nearly any- 
where in the world—or around it—via Pan 
American, at surprisingly low cost. (Soon 
they'll be able to travel by Jet Clipper*!) And 
the extra profits brought in by your winners 
can pay for the prize many times over! 

Pan American can arrange to have experi- 
enced experts in the planning of incentive pro- 
grams help you with all the details of your 
campaign. They'll help you plan a program that 
will secure all your objectives at the lowest 
possible cost to you. Your final low-package 
rate includes supervision of every detail of 
operation —even tips, insurance and extras like 
golf and fishing. 

This can be the emotional starter your sales 
force needs—and a real morale-builder as well. 
Get full information now—find out how suc- 
cessful this idea has been with other firms. 
Just published! How to Plan an Incentive 
Travel Program, has all the facts. Get your 
free copy—write Henry Beardsley, Pan Ameri- 
can, Box 1790, New York 17, N. Y. 


*Trade-Mark, ! 


PAN AMERICAN ¢.... 


WORLD'S MOST EXPERIENCED AIRLINE 
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Decision-Makers Think ‘Profits’ 
Under New Setup at Pillsbury 


Based on an interview with 


PAUL S. GEROT 


President 
Pillsbury Co. 


compan\ 
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To the Top Through Sales 


Paul S. Gerot was a salesman when he joined the Pillsbury 
Co. and today, 32 years later, he still considers himself basically 
a salesman, while president of the company. 


While he insists on sound thinking at the policy level (Pills 
bury was a year ahead of most large companies in cost reduction 
when the recession took hold) and progressive planning is built 
in at Pillsbury, he says sales pace a company’s expansion. 


Gerot was a year out of college when he joined the Pillsbury 
sales force in St. Louis. In four years he was manager of the 
St. Louis branch and on his way. 


He continued up the sales ladder and in 1944 arrived at Pills 
bury’s Minneapolis executive offices as assistant to the vice presi 
dent in charge of sales and advertising. He soon was running all 
sales. Later he became a vice president, director, and in 1951 
executive vice president. He was elected president in June, 1952. 


Led by Gerot, Pillsbury the flour miller has emerged as Pills- 
bury the food processor, during the last decade. With his policies 
of divisionalization and decentralization gathering momentum, 
energetic Paul Gerot has poised the company for even more dra- 
matic growth and expansion, covering an even wider range of 
products for the American consumer. 
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ae om ” 
y 5 5 “clubs for salesmen who had 
- ome 5 achieved outstanding volume and gave 
promise of greater things to come. 
These outstanding salesmen were 


brought into the home ofhce to take 


advantage ot courses, conterences on 

2 | ~ a sales opportunities and development 
: 4 of new techniques. 

\ - Pillsbury is confident the upgrad 

“A. ing of its sales force is resulting in an 


organization able to cope with com 
Z petition of any caliber, without re 
ety, >. sorting to shifting ot outstanding 
safe and i pcs sales personnel. Big volume accounts 
sound ‘eu ; s of Pillsbury will remain the respon 
' At sibility of salesmen assigned on a 

geographical basis. 

While the importance of | sales 
increases 1 the reorganization pro 
gram, (serot is confident sales 1S 
getting more vigorous support from 
the departments serving sales. 

Another key facet of the reorgani- 
zation plan—making the Pillsbury 
organization ‘‘profit-conscious’ down 
the line, was taking shape while the 
sales organization was being streng 


Push for Profits 


It was Gerot’s idea that all de 
sion-making people at Pillsbury 
should emphasize their thinking in 
terms of profit and revenue. Increased 
sales, he figured, could be veared to 
‘ducing lines to produce an 

“Allied stored everything for us.” additional $10 millions in revenue. 
One of the developments was the 


10-NI (for million 
| 


h which cost-cutting 


Safe storage is one of your Allied Mover’s 
most important services! Your household 
goods are packed and stored securely . . . program throug 
always ready when you want them. If you deas are put into writing, channeled 
want to store extra furniture when you to the proper department head and 
move, let Allied do the whole job! put into action. 


\Money-saving ideas came from all 
FREE BOOKLET — Ask your Allied le 
Mover for your copy of “Before crete suggestions tor in reasing pro- 
You Move’’—a booklet filled with Ey 
tips on trouble-free moving. Look sid 
for his name in the Yellow Pages 
under ‘‘ Movers.” “= lion dollars. 

So impressed was the company that 


Gerot and Philip W. Pillsbury, board 


chairman, commented in a letter pre- 


vels ot personnel and included con 


lhe potential savings an several 


facing the company’s recent annual 
report that several factors contributed 
to increased earnings. 

‘They included plant efficiencies, 
systems and procedures work, 
development of faster, more accurate 
and more complete financial infor- 
mation, better control of commercial 
expenses, effective capital expendi 


_ NATION : 
; WIDE MOVING tures, creative profit drives by man 


AGENTS IMAL. Primcimac civies 
agement people. 

But sales kept up its end—volume 
shown in the report is $350,610,438 
in the fiscal year ended May 31, com- 
pared with $331,362,898. Net earn- 
ings increased to $5,641,700, after 
taxes, from $4,006,751 the previous 
ALLIED VAN LINES, INC. * WORLD'S LARGEST LONG-DISTANCE MOVERS 12 months. 
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Beware of "hard-hitting" selling 


in this buyers' market 


aw; "Every action has its equal and opposite reaction." 


Sales executives who are stampeded 

"sell-'em-or-else" attitude 

soon find their business hit 

just as hard as their salesmen are 
hitting the trade. 


By “hard-hitting"™ selling, these 
sales executives mean sending their 
men out in a frame of mind that 
borders on the pugnacious...train- 
ing them to put their heads down 
and slug their way in where they 
couldn't get in before; to double 
up on their entertaining; to talk 
louder and longer wherever they go. 


Such tactics can bring in orders. 
But consider the high cost of high- 
pressure selling! Are customers 
who have been overwhelmed really 
sold? 


Brains will win this competi- 
tive "slug-fest" - not brawn. 


This brand new era that's dawning 
upon the American distribution 
system will be dominated, field by 
field, by those who look before 
hey leap into the fray; 


-..by those who pause to study the 
conditions to be met in the field; 


...by those who guide their sales- 


men into the most profitable areas 
direct them to the most likely 

prospects, arm them with the kind 
of information that enables them 
to sell by helping people buy; 


... by those who add to well- 
planned selling strategy the power 
of "Ditch-Digging" Advertising - 
the kind of advertising that does 
so much of the telling in selling 
that the salesmen can use more of 
their costly time for closing 


sales. 


Sound like work? 


Sure! So's running a sales depart- 
ment. But put a "Ditch-Digging" 
Advertising crew on the job, give 
them a reasonable amount of help 
on customer and prospect analysis 
and they'll multiply the effective 
ness of your salesmen in ways that 
will help them cope with this buy- 
ers' market. 


This "Ditch-Digging"” agency spe- 
Cializes in serving sales execu- 
tives whose product is sold toor 
through other business firms. We 
are equipped to work with you to 
reduce the guesswork; improve the 
effectiveness of your advertising 
and sales promotion. 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, N.Y. + LExington 2-3135 


‘*4*DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY’’ 
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Vice-President in 
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Express, “but our | 
banks has been highly 
the campaign is re 
as a trafhic-builder. We find 
banks are becoming more and 


inclined to accept and want 


since 


point-or sale material, and this cam 
paign ine ludes it 
the public likes. And recession or not, 


we're selling more Travelers Cheques 


and gives something 
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IT never carry 
more than 
°50 in cash, 


says BOB HOPE 

star of “PARIS HOLIDAY’ 
in TVechnirama Technicolor, 
a United Artists’ Release 


“When I travel, 1 alwavs 
carry my money in) American 
bLxpress Travelers Cheques 
Spendable any where, good 
until used, prompt refund if 
lost or stolen. Buy them at 
your BANK, at Railway Ex- 
press and Western l nion ofhices 


Charges, only a penny a dollar 


Ads Win New Favor 


AMERICAN EXPRESS 
TRAVELERS CHEQUES 


NEVER CARRY MORE CASH THAN YOU CAN AFFORD TO LOSE 


BOB HOPE MONTH: This month he is featured in all American Express testi- 
monial ads running in 10 independent Sunday supplements and in magazines. 


than ever. ‘This is truly a ‘much 
talked-about campaign.’ 

“Careful planning went into the 
ampaign,” reports ‘Tompkins, who 
visited the West Coast to round up, 
and make arrangements with, the en- 
dorsers. “We chose the celebrities 
carefully, making sure that they a 
American Express 
Cheques. They are all well-known 
and respected, as well as glamorous. 
So far, we have planned copy around 
Gilbert Roland, Robert Taylor, Bob 
Hope, Dorothy Malone, 
Munsel, David Niven, Dick Powell, 
Ida Lupino and Howard Duff (a 


tually do use 


Patrice 


team), and George Burns and Gracie 
Allen (a team).” 

Copy, chiefly in the form of direct 
quotations, is simple, believable. Ex- 
amples: ““We never carry more than 
$50 in cash,” by George Burns and 
Gracie Allen, and “I never carry 
more than $20 in cash,” by Dorothy 
Malone. Each advertisement shows, 
below the main photograph, an illus- 
tration of the company’s cheques, in 
their natural purple color. The com- 
pany’ name also appears in large, 
block letters, in the same shade, some- 
times called “American Express pur- 
ple-Blue.” This is in addition to the 
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black-and-white of the rest of the "a —— UNSOLICITED: Many of Kem’s 

advertisements. testimonials are hand written; 
To squeeze every ounce of benefit x all are unsolicited; none are paid 

out of the campaign, American Ex- 

press is merchandising the advertise- 

ments to the hilt. Here are examples: 


a) A tie-in campaign in bank pub — SHARE THE EXPERIENCE: Mrs. 
lications, with a composite ad showing Eleanor Roosevelt praised the 
all nine endorsers signed up thus far. frase! oe Otarion in her newspaper column, 

“My Day.” Otarian asked her to 

b) A mailing reproducing the nine SO ae - repeat her views—via advertising. 
advertisements in a gatefold folder, 5am 
with simulated Newsweek cover and 


Newsweek format. “WHAT A REVELATION AND A JOY 
THE LISTENER 1S!” 
c) Blow-ups, 18 x 20 inches, of the 


uv at 
advertisements, in poster form, are 


being sent to American banks and to ae : pat ook | aes ga OO u : HEARING INVENTION 


foreign offices of the American Ex 
press, to carriers and travel agents. 


d) ‘Yo capitalize on David Niven’s 
role in “Around the World in 80 
Days,” Niven is mailing 20, four- 


color Jumbo postcards from countries 
he is visiting during an eight-day 
duplication of the Phileas Fogg jour- uable to us in suggesting copy points Otarisn Listener 
ney which is the theme of the long for our catalogs, displays and sales 

running film. The trip’s purpose is presentations,’ reports Mrs. Sara H. 

to promote the film, and the postcards Coté, Kem sales executive. “In a 

are an American Express by-product. sense, we can almost say that our 

Processed to duplicate Niven’s own customers write our advertising, since 

handwriting, they are colorful souve- we use as sales features the comments 

nirs of various countries, with the for- which appear again and again in their giving statistics and expressing 
eign stamps adding to their appeal. letters.” 

They are being mailed to banks, edi- Kem’s testimonials are unsolicited, 
tors, ambassadors and foreign attaché some coming out of a clear sky, and 


miration of the cards’ performance. 
And in asking for the replacement 
service, or thanking the firm for it, 
officers. others as by-products of the firm’s users often write warm tributes to 
guarantee policy or its system of re the value inherent in the cards. Some 
ose Ohestte Garda placing, for 20c, a damaged or lost relate their experiences, which range 
card. Enclosed with each deck is a from amusing to amazing, sad to 
Kem Plastic Playing Cards, Inc., statement of the guarantee that the whimsical. 
is fortunate in receiving thousands of cards will last through 600 rubbers of A large proportion of the letters 
testimonials each year. And equally bridge. This induces owners to keep comment that the initial price, $7.50 
important is the fact that the letters track of games played, and since the for two decks, is in reality a good 
are usable in the company’s sales and number usually exceeds by a wide investment because the cards last so 
promotional activities. margin the terms of the guarantee, long. This excerpt from a letter is 
“Our testimonial file has been val- many persons are impelled to write typical of many: 


If You Use Testimonials 

Testimonials in advertising, which probably are to the current advertising power of testimonials. 
as old as the exchange of goods, have again become Freeman, in “The Big Name,” offers these Alberti 
fashionable and popular. tips: 


Why the present rise to respectability of testi- Use timely testimonials. 
monials in advertising? Says William M. Freeman, Use a personality who is an authority on the 
author of “The Big Name,” and financial and business subject. 
news writer for The New York Times: Don’t ritz the reader or look down on the viewer. 
“No doubt it is based on a new frame of mind Avoid the “bought and paid for” look. 
that exists on the part of workers in advertising— 
clients, agencies, media—toward the use of the 
testimonial technique. Many advertisers who were 
aware of the disrepute of testimonials over the years Use the endorser’s own words. 
are now willing to use them again.” Be versatile in using testimonial treatments. 


Go after the local angle. 


Don’t use overworked celebrities. 


The present success of Jules Alberti, founder and Follow through to the point of purchase. 
president of Endorsements, Inc., which brings ad- Be absolutely sure the testimonial is both true and 
vertiser and endorsers together (for a fee) attests believable. 
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A CITY LARGER 
THAN MINNEAPOLIS 
IS HIDDEN INSIDE 
LOS ANGELES 


319,422 families —hidden from 
your newspaper advertising 
if it’s not in The Mirror News 


If your newspaper 


WHO LIVES IN HIDDEN CITY? 


Children live in Hidden City — 422,000 last time we counted. 
And they have lots more brothers and sisters than chil- 
dren whose parents read other Los Angeles metropolitan 
veekday newspapers. Four out of five of their fathers are 
earning $4,000 or more in the well-paying occupations. More 
than half of thei 


fill 422,000 hungry little mouths—but Hidden City families 


mothers are 39 or under. Takes a lot to 
are doing nicely, thank you. With $1':-billion to spend, 
there’s plenty left for clothes, cars, appliances... o1 
anything else you advertise in the Mirror News. 


— 


schedule reaches 100% 


of the families in any 
of these major cities 


Baltimore Boston 
Cleveland Dallas 
San Francisco 


you're still covering 
a market smaller 

than the Hidden City 
of The Mirror News 


on: 


“LOS ANGELES EVENING 


MIRROR NEWS 
Hee eek 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, 
San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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Sell like '60 in 1959! 


The $40 billion light construction market 


is actually three markets in one... 


reach ALL of tt! 


Do you know that new residential construction in any average 
year accounts for only 40% of the total light construction market? 
Another 40% is generally remodeling and repair. 20% is 
non-residential construction. As a rule, the typical builder is 
active in all three . . . and, most important, it is the builder 

who selects the “type” and ‘‘make” of product going into his jobs. 
Unless your sales message reaches the largest possible 
audience of builder-buyers, you are falling short of the target. 
For this reason smart advertisers are choosing 

PRACTICAL BUILDER in 1959—it reaches the most builders, 
most effectively—and at the lowest cost. These are the 


media measurements that count! 


PRACTICAL BUILDER 
PROVIDES HONEST 


INDUSTRY LEADERSHIP 


Reach the whole market and you’ll 
Sell like ’60 in 1959! 


PRACTICAL BUILDER is edited to serve the whole light construction 

market, and edited exclusively for builders. 

Its new industry-wide campaign, “Smart people build or buy BEFORE a boom!” 
is being used by builders, dealers, manufacturers—by building professionals 
everywhere. It is stimulating more home sales all over the nation... NOW!* 
This campaign is another outstanding example of the real help, the progressive 
leadership, that PRACTICAL BUILDER provides to the building industry. 
And it is this leadership which attracts more readers, and has made 
PRACTICAL BUILDER the preferred magazine among builders throughout 


the country. This dynamic force at work for you in ‘59... . will make sales! 


You, too, can benefit from this business-building 
theme. Ask your PRACTICAL BUILDER representative 


for market data, promotional materials and details. 


Practical Builder 


The only magazine edited exclusively for builders » 5 South Wabash Avenue, Chicago 3, Illinois 


Offices in New York, Cleveland, Miami, San Francisco, Portland, Los Angeles 


fective letters!’ postcards Orville 
Reed, Howell, Mich., promoting his 
Setter Letters Exchange,” which 


THE SCRATCH PAD sounds gon from here 


By T. Harry Thompson \Iv nomination for the yackingest 
program is The Price Is Right. 
7 
“Come see. Come save,” says 
Ford locally. Recalls a line I gave 
Douglas Shoes: “Come peer. Com 


pare. 


t 
. 
An item in Business Week saving 


Fruehauf Trailer, Detroit, has 
joined Clyde Industries, Sydney, to 
Fruehauf ‘Trailers (Australa 
la moved Al McCrea, national 
trade-mark manager of Reuben Don 


On a shelf in the new and beauti 
ful Acme supermarket on the Bethle 
hem Pike at Flourtown, Pa., I found 
these exotic items in tins: Chocolate 
overed ants, chocolate-covered grass 


nelle, to Sa\ he consideres it a nice hoppers, roasted : iterpillars, and silk 


¢ iphonious name, | agree, 


worms from Japan, probably sautéed 
the label didn’t say). All of a sud 
iis ee ee len I wasn’t hungry. 
= * 
Parting thought: Sleep is like Vita 
n C. The body can’t store it. Let’s 
| 


lon't Torget ou daily dose. 
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Wo kable ld@as, 


] 
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| | . ] le} 
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power behind 


1ust too eas\ . ibcons« ious, ye 
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subject, doing special 


t9(). 500 shrank research and maybe taking a trip to the library. You think all around 


eT peoin ? 


. There > 
ves. Where does t, alone or 11 mulating « mpany ir cronies. 


point where nothing hat hes, and you bestow 


vourself: Baron of Ideas. This is the critical state 


Have the courage to set the problen aside. Mix a couple of mar- 
Cadilla tinis. Swing at a golf-ball or two. Put a record on the turntable. 
ors Do anything but think. 
Then your subconscious takes over. I'll be surprised if a workable 
One who can remem dea doesn’t come winging its way to you... in bed, in the shower, 
ly expensive purchases or on your way to the office. 
f paper 


But remember that priceless gimmick: Stop thinking when all 


compen seems lost. 


Inanitie insanities 


vers. 
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Left: 399EZ — Filmovara “Zoom” lens, “Cold Glass” heat filter, single frame advance, many other exclusive features. Most versatile of 
all projectors. Center: 399 — Reverses for review, shows still pictures, offers brilliant picture and sound. The world’s most widely used sound 
projector. Right: 398—The finest performance at the lowest cost quality allows. Magnificent new pan-harmonic high fidelity sound 


FILMOSOUND SPECIALISTS 


the 16mm sound projectors that never quit running! 


The family of Bell & Howell Filmosound Specialists 
most widely used and certainly most dependable of 
sound projectors. They never quit running! Chief rea- 
sons: film handling parts are sapphire jeweled for 400% 
longer life. And with factory-sealed lubrication, moving 
parts are continually and automatically oiled from within. 

The Specialist lasts .. . and lasts. Maintenance cost is 
negligible. And because the Specialist maintains its top 
condition, trade-in value stays unusually high. 

With a choice of 3 models and different combinations 
of features, there’s a Specialist perfect for your require- 
ments. If cost is a factor, you can buy only features you 
definitely need. Rugged .. . versatile . . . tailored to your 
needs. That’s why more Bell & Howell Filmosounds are 
in use than all other sound projectors combined! 


}} Bell « Howell 


FINER PRODUCTS THROUGH IMAGINATION 
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FREE BOOKLET “Teaching and Training with Motion 


Pictures.” Valuable tips for schools, churches and industry. 


CLIP OUT—SEND NOW 


Bell & Howell 
Audio-Visual Education 
Department 8878 

7190 McCormick Road 
Chicago 45, Illinois 


Gentlemen: Please send me your free booklet: ‘Teaching and 
Training with Motion Pictures.” 
Name 


Address 


City Zone State 


Organization 


Who cares what happens 
to METALS? 


Don Nulk, Senior Materials Engineer, Tapco Group, 


Thompson Products, Inc., for example. 


One of his many responsibilities is jet engine blades. He heads up 
the metals engineering team that deals constantly with the 
ever-changing factors of design, metalworking and research 
dictated by ever-increased performance and load demands. 


Knowing how and why metals behave makes it mandatory today that 
only experts solve these complex metals engineering decisions: 
What metal or alloy should be specified? Should it be a forging, 
casting, extrusion or powdered metal part? What machining, heat 


treating, testing and quality control procedures are needed? 


Don is one of 30,000 metals engineers who care what happens 
to metals—in production, processing and application. 
They are kept up to date and stimulated 
by Metal Progress, brilliantly edited and the only 
magazine that concentrates solely on the 
engineering aspects of metals. 


Donald E. Nulk, 

Senior Materials 

Engineer, Tapco 

Group, Thompson 

Products, Inc., 

is responsible for 

metals and other 

materials engineer- 

ing and experimental Mariorie R. Hystoe 
production. Managing Editor 


Fabricability is one of the big questions after a new alloy has been forged. Can it be shaped as 
desired without altering its grain structure and thereby weakening it? Don Nulk and his metals 
engineering team must supply the answer. Design depends on it. 


Engineers who care 
what happens to metals 
read... 


Metal Progress 


Published by The American Society for Metals 
7301 Euclid Avenue « Cleveland 3, Ohio 


Metal Progress 


Write fora METALS ENGINEERING FACTOR ANALYSI/S on your products 


With an 
unmatched tech- 
nical knowledge 
and six years 

of Eastman 
research, the 


editors of Metal 
Progress know 
what 30,000 
metals engineers 
must read. 


Carl R. Weymueller Dr. Allen G. Gray Ernest E. Thum 
Assistant Editor Editor Editor-in-Chief 


IN CHICAGO, IT TAKES 2...TO FLOAT A BIG PROPOSITION 


It takes two daily newspapers in Chicago to accomplish 
any productive advertising promotion—because no single 
daily reaches even half your Chicago-area prospects. And 
for the greatest unduplicated coverage, one daily paper 


must be the Chicago Sun-Times. 


“te 


THE CHICAGO SUN -TIMES...where eat things are happening 
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When You Sell One Product to Many Industries 


“The task of setting scientific sales quotas,” points 
out Dr. Jay M. Gould, managing director, Market 
Statistics, Inc., New York City, “‘is particularly diffi- 
cult for companies such as Formica Corp., whose 
product is designed for consumption in consumer, 
industrial and commercial markets. Each type of 
demand requires different distribution channels and 
different techniques of computation. Yet with modern 
data processing equipment, plus the SALES MAN- 
AGEMENT Survey of Buying Power library of IBM 
cards covering consumer, commercial and industrial 
markets, this is a job that can be performed quite 


easily and quickly. Essentially the task involves the 
following steps. 

“a. The national dollar demand for the product in 
question is estimated. For illustrative purposes, let 
us assume this figure is $100 million. 

“b. An examination of the company’s customer 
accounts will offer clues as to how this industry 
total should be apportioned among the various types 


of markets. Thus a company might ascertain that 
the ultimate residential demand for its product was 
$25 million, commercial demand, $40 million, and 
industrial demand, let us say, $35 million. 

“c. The next job is to find some factor, available 
for each county, preferably on punch cards, that 
could be used to distribute each of the above three 
national aggregates among all counties. Thus, the 
$35 million of industrial demand might be allocated 
according to employment in all furniture plants, the 
$40 million of commercial demand allocated accord- 
ing to certain retail sales factors, etc. 

“d. In this way for each county, and therefore 
for all trading areas, total potential can be expressed 
as the sum of three independently derived com- 
ponents, reflecting the differential weight in the area 
of the three different types of demand. 

“This technique, successfully followed by Formica 
can be applied by all companies whose distribution 
channels cut across various types of markets.” 


Use Sales Potentials for Control 


Do you want to compare actual sales with industry poten- 


tial? Can you show your salesmen sales strength and weak- 


ness on a county-by-county basis? Are your distributors 


located in best places to serve you? Here are answers. 


By JOHN PARKANY 


Manager, Marketing Research 
Formica Corp., American Cyanamid Co. 


Now we can compare actual For- 
mica Corp. sales with the industry 
sales potentials in each county. 

Formica’s 100 distributors sell pri 
marily to “fabricators,” or “dealers” 
in addition, sales are made to furni- 
ture manufacturers and manufactur- 
Fabricators 
in resi- 


ers of similar products. 
apply the product themselves 
dential, 
construction, or fixture manufactur- 


institutional oO! commercial 


ing. Dealers resell the product in 
sheet form to professional fabricators 
and “Saturday mechanics,” the base- 
ment woodworking shop enthusiasts. 
Fabricators can be large, operating as 
a substantial plant, or small, working 
from a truck. Dealers include floo1 
covering stores, lumber yards, depart- 
ment stores, and a wide assortment of 
other outlets. 

But our problem doesn’t end there. 
To compound it further, we find a 
myriad application of our products, 
Laminated plastic is used in resi- 
dences, both those under construction 
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and those being remodeled; in a 
variety of non-residential applications 
in hotels, banks, schools, restaurants ; 
and in divers ways by the dedicated 
home woodworking shop “operators.” 

Clearly, the task of establishing ob- 
jective sales potentials by geographi- 
cal unit is difficult, under such cir- 
cumstances. There is no single cri- 
terion through which to measure the 
relative importance of each geographi- 
cal unit in our sales. 

The extent of the sales effort to 
be spent, and the volume of sales to 
be gained in each geographical unit, 
is fundamental information in the ob- 
jective planning of any sales program. 
Due to the nature of the product 
and the ubiquity of its usage, it is 
obvious that sales respond readily to 
sales efforts; and by concentrating 
sales effort in areas of lowest penetra- 
tion, an over-all improvement in the 
national sales picture can be expected. 

Our interest in obtaining objective 
standards of “par performance” in 


each county and in establishing a sys 
tem of sales control was not prompted 
by weak distribution. On the contrary 
we make good use of oul efforts be 
cause our distribution is very strong. 
We wanted to assure adequate 
penetration in every part of our mar- 
ket. Our product 
public acceptance and it is backed 
with a strong distribution as well as 
consistent national advertising and a 
comprehensive merchandising pro 
gram. Given these important attri- 
butes, it 
good control system to assure ade 
quate penetration in each part of the 
country. This is a link which too 
often is missing in the marketing of 


carries a unique 


is still necessary to have a 


many companies. 

Our sales potentials were deter- 
mined in consultation with Market 
Statistics, Inc., an affiliate of SALES 
MANAGEMENT. First, the Marketing 
Research Department of Formica 
Corp. completed the “End-Use of 
Decorative Material’? survey, which 
divided the industry’s sales among 
principal end-uses. This pinpointed 
the importance of each of four prin- 
cipal end-uses in the industry’s an- 
ticipated next year sales. Then sales 
were determined for each of the four 
principal end-uses by county, accord- 
ing to a different criterion which we 
have established. 

We faced the choice of measuring 
the sales of each county either for 
Formica only, or for the entire in- 
dustry. We decided to measure thi 
importance of each county in the sales 
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OUTSTANDING 
FILMS TO HELP 
SALESMEN 

SELL AGAINST 
RESISTANCE 


Solid Gold Hours 
Opening the Sale 


Presenting Your Sales Case 
Convincingly 


Overcoming Objections 

Closing the Sale 

How to Sell Quality 

The Power of Enthusiasm in Selling 
The Bettger Story 


These 30-minute «ound movie<x are 
professionally produced They will 
highlight any sales meeting, train 
new salesmen, add interest and im- 


pact to dealer meetings. Thousands 


of companies have used them 


Write for Rental or Purchase Details 


DARTNELL 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


4660 Ravenswood « Chicago 40, lil. 


of the entire industry because we 
realized that there will be geographic 
variations in Formica’s share of the 
It seemed sound to 
determine each county’s share in in- 
dustry inform our field 
sales organization and distributors of 


the total industry sales potentials for 


industry's sales. 


sales, and 


decorative laminates. 

Che sales potentials by themselves 
were of substantial value to us with- 
with actual sales. 
They helped the salesmen to deter- 
mine how much time and effort to 
spend in various parts of their terri- 
tory, showed them the 

rts of their territory, and helped in 

assignment of 

When our county sales potentials 
were initially established, we had no 
tl ht of comparing them with ac- 


out comparison 


unproductive 


sales territories. 


1Oug 
tual sales. 

Our distributors had kept 
records of their sales to their custom- 
varied greatly 
distributor to the next. 
Here was an opportunity to establish 
a simple system which would help 
our distributors to: 


some 
ers. ‘T hese records 


trom one 


1. Keep accurate records of month 
purchases of each customer. 

2. Carry concise information on 
the type of establishment, the number 
of employes, the names of key off 
cials, how 
merchandising 


much company-sponsored 
equipment went to 
each customer. 

3. Gro conveniently 
according to geographic locations. 


Ip customers 


4. Plan sales calls, and make sales 
calls more productive by providing 
both basic and up-to-date information 
on each customer. 


5. Provide a comprehensive up-to- 
date listing of customers available for 
use in the event of any new mer- 
chandising programs. 


6. Compare, on a month-by-month 
basis, actual sales in each county with 
the sales potentials of each county. 


The advantages of such a system 
are apparent. It is inexpensive, sim- 
ple to establish and easy to maintain 
with a minimum of equipment and 
manpower. 

We designed a Sales Control Card 
(734” by 454”) for our particular 
requirements. Each side of the card 
provides space for seven years of pur- 
chase records. This card is kept in a 
1414” by 914” binder equipped with 
18 steel rings. The binder is designed 
to show the last line (name and ad- 
dress ‘of customer) of each sales con- 


trol card. ‘The binder also has a num 
ber of divider sheets which separate 
all cards by the county in which the 
Each county be- 
territory 


customer is located. 
longing to one distributor 
has a divider sheet with an index tab, 
showing the name of the county and 
its current sales potential in dollars. 

We thus have, in a single binder, 


h 


the up-to-date sales record of ea 
customer, grouped by counties. ‘The 
final Sales Control Card in each 
county is marked ‘Total County 
Sales. This carries a running record 
of monthly sales totals by county. It 
shows at a glance Formica’s current 
against the 
sales potential in any county. 


industrv’s 


penetration, 


Achievement by Counties 


In addition, we also provided a 
form for Monthly Distributor Sales 
Achievement by Counties. This sheet 
records sales penetration in all parts 
ot the territory. It 
diately where our sales performance 
slackens and where improvements are 
taking place. We recommend that 
this sheet be kept separately for each 
individual 
has a primary 
territory. 

Any sales manager will readily ap 
preciate the several advantages of this 
system. Its mechanics are simple. 
Once the records have been estab 
lished, a clerical employe can post the 


shows lmme- 


distributor salesman who 
responsibility for the 


monthly sales records of 500 custom 
ers, in three or four hours. 

The reaction of our distributors 
and district sales offices was very 
favorable. Salesmen liked to be shown 
the variations in our sales penetration 
in the counties they 
supervisors used the information for 
reassignment of territories; top man- 
agement decisions were made on the 
need for new outlets carrying stock. 
Sales calls were more meaningful 
than previously, and sales supervisors 
could make a penetrating analysis of 
Formica Corporation’s position in 
each county for which they were re- 
sponsible. 

Specifically, this system made pos- 
sible: improved scheduling of sales 
calls; better apportionment of time 
spent in various areas of the territory; 
closer attention to sales fluctuations 
of individual accounts; more system- 
atic provision of accounts with mer- 
chandising equipment; up-to-date in- 
formation when making sales calls. 
Further, it has provided a basis for 
assisting salesmen in the planning of 
sales calls by sales supervisors; a basis 
for reassignment of salesmen’s terri- 
tories; a way to identify areas where 
there is a need for the development 
of additional outlets. 


cove! ed > sales 
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“This is the size we use for the Growing Greensboro Market!" 


9 a) 
Write today for your free 1958 (7 reCHS bore 


Major Markets Analysis Bro- 


chure of all 2 ajor ar- ) ahr q Mad 
tala eats News and Record, 
Sales Management Figures GREENSBORO, NORTH CAROLINA 


You can spread your sales message far and wide in the 
growing Greensboro market. Over 1,000,000 people live 
within a 50 mile radius. The ABC Retail Trading Area 
has 1/6 of North Carolina’s families, 1/5 of North Caro- 
lina’s total retail sales, and 1/5 of North Carolina’s 
gain in retail sales (1957 over 1948). Sales come easier 
in the growing Greensboro Metropolitan Market, now 
15th in the South in total retail sales. Get real cover- 
age’ in the Greensboro News and Record. Over 100,000 
circulation daily; over 400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Represented by Jann & Kelley, Inc. 


Specialty Division NASCON PRODUCTS 


(Manufactured by Eaton Paper Corp.) 
DEPT. 1A, 475 FIFTH AVE., NEW YORK 17, N. Y. 


——. a 


Your customers will always remember you 
when they place their orders if you put one of 
these handsome Nascon Month-At-A-Glance 
books on their desks. 


With your trademark beautifully reproduced 
on the cover, and special pages containing your 
sales messages bound into the book, your cus- 
tomers will think of you with. favor every day 
throughout the year. 


The Nascon Month-At-A-Glance books are 
invaluable to business men. Wire-O bound for 
flat opening and writing, they provide for a 
full month at a glance of memos of confer- 
ences, meetings, appointments, business trips, 
deadlines and other important reminders. 


Nascon Month-At-A-Glance books can pro- 
mote your business every day. Without obliga- 
tion, send for details and Nascon illustrated 
catalog today! 
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THIS IS THE SKIMMER: Ads pulled 2,005 direct inquiries—without benefit of coupon. 


A High-Flown Ad Campaign 
Broke the Rules—and Sold! 


The company, admittedly small, is sold out. Even the non- 


flying copywriter has become an air enthusiast. And, just 


to make everything perfect, investors attracted by the ad 


are helping to finance building of a new aircraft plant. 


sobevec 
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tten Dy 
MacMil 
the first 
on. One 
ert 
1e product 


COpy. B it 


had laid 

LV, the sturdy little 
Amphibious Ai 
! In fact, he hadn’t been 
“flying machine” 


For 


MacMillan 


+} 


nevel eyes on 

Skimmet 
: ; 
that’s 


; prod ict 


thin 10 feet of a 


++ 
Craits 


some 

ie tl like 
Now he loves ’em. 

shows he sold himself.) 
Well he might. Skimmet 


700d to h mM. 


mce he Was reason 


tl planes. 


Which 


10 ight 


says he, 


has been 


Hoped to Sell a Few 


consisted of five ads 
It 


it ran in issues 


* campa 
identical Flying magazine. 
cost about $3,500 and 


ign 


In 


between February and July of this 
year. Ihe manufacturer hoped he'd 
sell a few planes from it. What hap- 
pened? This: The advertising pulled 
2,005 direct inquiries—without bene 
nt of a coupon. 

And how good were the inquiries ? 
Good enough to sell all Skimmer pro- 
well 1959! For Skim 


duction into 


ill. ‘The 
original company (Colonial Aircraft ) 
it the Skim- 


) 
S?? OOO. 


mers manutacturer is sm 
ven Vears old. B 
It sells for 
Some 18 months ago a 
Amphibious Aircraft, 


Tac ilities in 


Is only se 
mer isn’t cheap. 
new company 
Ine. with 
manutacturl Santord, 


Nle.. took 


has produced and sold 25 planes. Plus 


over. Since that time it 


res ilt ot the ad. 
20 


sIX more as a direct 
And 


planes, from South America 


be 


orders (in luding one 

turned down. 

Further, the ad attracted new capi- 
for the Skimmer enterprise and 
in the refinancing 

quired to build a new aircraft plant. 
Jack Strayer, veteran test pilot, now 

president of Amphibious Aircraft, 
thinks the best part of the whole story 
is that he sold one plane, sight un- 


tal 


set motion re 


seen, to an Oregon businessman. 

Strayer reports that this man laid 
payment the line and then said, 
“Now me the Skimmer. It’s 
mine!” 


on 
show 


SALES MANAGEMENT 


A Great New Market Place for a Mighty Market 


SOUTHEASTERN MERCHANDISE MART 


@ ELEVEN-STORY GENERAL MERCHANDISE 
MART BUILDING 


Tie 


@ DECORATIVE CENTER—DECORATOR 
FURNITURE, ACCESSORIES 


@ HUGE COLISEUM FOR TRADE SHOWS, 
SPECIAL EVENTS 


@ CLUB ROOMS, MEETING ROOMS, 
ALL COLLATERAL SERVICES 


@ SUBURBAN LOCATION FREE OF 
CITY TRAFFIC 


@ PARKING FOR 10,000 AUTOMOBILES 


SHOWROOM SPACE NOW BEING LEASED 
IN THE NATION’S MOST COMPLETE TRADE CENTER 


As any salesmanager knows, the Southeast is the nation’s 
fastest-growing market area—a big market today and a 
bigger one tomorrow. 

Atlanta is the distribution center of this dynamic mar- Apparel and Accessories * Appliances 
ket and the strategic site for the new Southeastern Mer- China * Cosmetics Curtains 
chandise Mart soon to be built here. This magnificent Decorative Arts ° Domestics 


SPACE AVAILABLE FOR THESE LINES 


structure will be the nation’s most modern and complete Draperies * Fabrics * Floor Coverings 
trade center, offering both manufacturers and their cus- Furniture * Giftwares * Glasswares 
tomers advantages to be found at no other mart in the Jewelry * Lamps * Linens * Pottery 
country. 

If you want your share of the business to be had in 
the Southeast, make your plans now to display your line 
at the Southeastern Merchandise Mart. 


Radios ° Shoes ° Silverware 


Television * Toys 


WRITE, WIRE OR PHONE FOR FULL-COLOR BROCHURE AND COMPLETE DETAILS 


= 
M 


680 West Peachtree Street, N.W., Atlanta 8, Georgia 
Telephone: TRinity 3-2541 


incorporated 
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When You Turn UP Hot News, 


Run, Run Fast for Sales! 


Airkem markets its A-3 disinfectant to hospitals. When 
The Saturday Evening Post planned a feature story on 
the ''Staph"' infections that are plaguing such institutions, 
Airkem's sales chief learned in advance of the article. He 
alerted his distributor's salesmen, gave them a blue-print 


for sales tied in with the story. Here's log of performance. 


By HARRY WOODWARD 


Sales Department 
article on May iy 


Vs in the article a 
--to-orde! sales tool. He lost no 
in alertin | 


+ 


ns sales Torce oO 


9 
lize on the national prominence 
the Post had given “Staph.”” He knew 
that the public would be aroused. He 
knew, too, that hospital management, 

eager to lick the problem, 
} 


ipita 


ve to a salesm in W 
] 


solution. 


10 


>of Jerry Smith’s 


iccessful? Yes. 


ause a sales manage 
open to neu solutions 


sales problems. 


Operation Log of Airkem "H" Day Promotion 


the Post’s office and ex 
-d to Collier how we planned 


th hed 


Saw pV of tory in 


1e material, he furnis 


] real V al 1 as a 
promotion piece to back up 
nitation story Airkem is car 
to the hospital market. Plans 
oughed out as to how mate- 

ial could be best used by the field 
sales f ez. 

3:30 p.m. Received approval from 
our sales manager to go ahead 


with promotion. 
\ssistant advertising 


tacted Post's New 3:30 p.m. Drafted night letter to 

ve, Willian all distributors. (‘“This is a must! 
rangements were made Set aside Tuesday, May 13th, as 
of story scheduled { ‘H’ Day. This will be nation- 
release. After we s: wide effort. All your salesmen 


should be prepared to sell the ta 
tics of prevention. Ammunition is 
on the way!” [signed] Jerry 
Smith, Airkem, Inc.) 

4:00 p.m. First draft of complete 
program reviewed with our sales 
manager. Suggestions and modifi- 
cations were agreed upon; work 
started on final draft. 


iv 8: 10:00 a.m. Final draft of 
“H” Day program approved by 
sales manager. Program repro 
duced and supporting material at 
tached, for release to all distribu 
tors, via air mail. 

This was a four-page mimeo 
graphed memo to all Airkem sales 
men, urging them to read the bul- 
letin carefully. The bulletin 
sketched the background of the 
promotion, listed all selling points 
to be presented to local hospital 
management, urged that the sales- 
man capitalize on the Post article 
“before our competition does.” It 
also blueprinted a working plan: 
Go over your hospital market 
list. Pick only those hospit ils you 
an expect to actually call on the 
next day. Choose hospitals that are 

i prospects ; b present 1S 
tomers for other Airkem_ prod 
ICTS cr customers buying \ 3 
but in small volume. Make defi 


} 
1 


lite telephone appointments wit] 
muir contacts. Total the numbe1 
¢} 


ot people you must see. Buy this 
number of Posts to take with you. 
(jet it your Products Manual 


for a fast review of the A-3 sec- 
tion. Check your Sales Manual for 
i brush Ip on the Hospital Sales 
program. Put the following sales 
ids in your briefcase and the sam- 


he 


ples in your car: copies of t 
laboratory tests on A-3; enough 
A-3 catalog sheets or A-3 labels 
o see you through your calls; 
opies of the Cawley Bulletin on 
‘Staph’; as many bottles of A-3 as 
vou will need.” 

On the following day the sales- 
man was to begin his calls, having 
first read the Post article and 
marked a personal copy with key 
selling points. 

The salesman was urged 
for the order for at least 
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A NEW SERVICE 
Shown here is just one 
phase of STRAIGHT- 
LINE Advertising. Lo- 
cal coupon returns stim- 
ulate reader response 
. enable you to 
SPEED sales _follow- 
up. You can have ad 
coupons returned to 
your Michigan sales of- 
fices without extra me- 
chanical cost. Because 
of our gravure printing, 
there’s no bother about 
plate patches. (THIS is 
more fully illustrated in 
the booklet offered be- 


low — along with other | 
TOU som cnaceosseeseseseee 


localized selling tech- he reader penccoeseoe® 


niques.) 


wm 
& 


STRAIGHT-LINE Advertising 
to Sell More 


STRAIGHT-LINE EDITING sets the stage for Let us add any or all of these ‘‘selling 

STRAIGHT-LINE Advertising. MicHiGAN plusses” to your advertising: 

FARMER readers depend on “localized” infor- Plus No. 1— Local Field Reports by 

mation in the editorial columns. Twice each our able staff members 

month, they count on timely and fresh report- Plus No. 2— Local Action Photo 

ing on practices best suited to Michigan agri- ae Teeeneeee pale, ae 

a ; : : 7s Plus No. 3— Local Prices, Terms, 

culture. They'll spark to a “localized” touch Down Payments. 

in your ads. Plus No. 4— Local Sources of 
Supply. 

STRAIGHT-LINE COVERAGE provides the di- Plus No. 5— Local Coupon 

rect channel to an active market. In the Micn- rng ' 

IGAN FARMER, your advertising gets preferred ee eee ee paca of 

attention in 9 out of 10 Michigan farm homes. 50 “percent according to leading 

Their income is big and steady — year round. agency executives. 


Michigan is a top-third state in farm income. Plus No. 7— Full-Color Advert 
at Great Savings — direct 
your 4-color art or transpare 


Send for this booklet —«a full story on '‘STRAIGHT-LINE Adver- 
tising.’’ Shows how we can help aim your advertising straight to the 
point of sale— in a prosperous, profitable, able-to-pay farm market! 


Michigan Farmer 


East Lansing, Michigan oe 
V 


STRAIGHT-LINE Advertising Service available also in THE OHIO FARMER and PENNSYLVANIA FARMER 
SEPTEMBER 19, 1958 


gallon run > was re- 

minded to t to stage a demon- 
ee ix che kcal car Take a Deep Breath and Say “Ah!” 

“don’t get Airkem makes, among many odor-killers, Air-wick. This was 

> answer: “Thanks its first product and it initially went to market, aimed at con- 

eresting informa sumers, some 15 years ago when Airkem was born. Today Air- 

ealize we already kem makes more than 100 items, of which only eight are for 

tc.” home use. The bulk of its line is for industrial users; 18 products 

admonition: are manufactured with institutional and commercial users in 

mind. The company has an international sales organization, 

operates one of the world’s largest laboratories devoted to 

scientific research on odors. In addition to conducting basic 

odor research and quality control tests on standard products, 

Airkem maintains a staff of research chemists whose services 

are available to industry on a consultant basis. 


War” released to field with sug- prominence of Post 
gestions for using them in subse able to see people and close 
development ot hospital counts they'd never been able 
reach previously. 


TI = ; . It is interesting to note the way 
his isnt a resounding record for the sales average held up In com- 

i company whose annual sales are $3 : ; _ ghee: ; 
1] ; ie te eset’ eek parison with the initial and final 

milion a ear: rut 1f does ake 

nto account the sales that will even reports. A good example of how 

! AA i ‘ ‘ < > Al i y - ” 

: "La tf Average works out. 

tuate from the presentations. ‘These p 7 ; P : a 

rovides a 2 ‘Xample fo use 
were cold sales—on the spot. And ee eer I 


Sales Manager Smith says the pro 
gram was a gold mine of training. 
He and his staff (and the salesmen 


themselves) learned some valuable 
H trated sales effort such as this. 
ere are 


in future sales training with dis 
tributors and their salesmen. 
Should prove to be valuable am 
munition in any future concen 
lessons trom the venture. 
‘H” Day some of them: . Short notice sales program 
tollows: Reaction of sales force to program around nem such as this at 
can be effective if used correctly. 
was a good lesson in human na 
ture. The negative thinkers found 
all kinds of faults: insufficient ad- 


Vance notice, conflicting assign- 


38 Program must be tied together In 
a single package that gives sales 
force all data they require. E's 
sential they feel they are not being 
asked to do the impossible. Curt 
osity and challenge of eftort are 
big factors in getting them to 


ments, lack of prospect interest, 
prospect resentment to 
trading on “staph” scare. 
positive thinkers thought it was 
, follow through. 
wonderful just what they 
needed to open up a number ot + sulk ot sales torce recognizes and 
new accounts. By capitalizing on appreciates step-by-step program 
they can put to use with the least 
amount of effort. Given steps one 


two, three, four told whom to 
see, what to say, and what to do 

the majority will take the 
course of least resistance and fol 


“The Recession's My Fault!" 

“...My income has never been higher but I’m not spending 
enough because |, and millions like me, are too busy to take the 
time to look up an automobile dealer and beg him to sell me a 
replacement for my 1955. 


low instructions. 


Over-all value of fast program 


of this nature not limited neces 
“| want to apologize, too, for not buying the drapes | was 


interested in or that other table lamp. I’ve been pretty busy... 


sarily to sales reported. Has long 
range value in repeat orders that 

“! am dreadfully sorry, too, but | haven’t bought a suit this occur as a result of making initial 
year either, but on the other hand, no one has asked me... sale. Serves as excellent door 
opener to hard-to-see prospects. 
Excellent source of material to 
use as basis for subsequent follow- 
up calls. Unbeatable as morale 
booster for sales force. Demon- 
strates more effectively than words 
or promises that home office is 
awake to opportunities of helping 


them perform their everyday sales 
iob. ° 


“There are $3 billion in savings that can’t be unlocked by 
advertising alone. Not by $10 billion worth of advertising or $20 
billion worth—unless this advertising is accompanied by per- 
sonal salesmanship. A lot of people aren’t buying simply because 
no one has asked them to buy.” 

—Kevin Sweeney 
President 
Radio Advertising Bureau, Inc. 
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NOW 
U.S. SAVINGS BONDS 


YOU HIGHER INTEREST 
FASTER! 


If you’ve always bought U.S. Savings Bonds for their rock-ribbed safety, their guaranteed 


return, the way they make saving easler—you ve got one more reason now! 


Every Series E United States Savings Be nd youve bought since Fe bruary 1, 1957 pays you a 
Neu’, higher interest—3! 1% whe n held fo maturity! It reac hes maturity faster—in only S 


years and 11 months. And rede mption values are higher, too, Espec ially in the earlier years. 


About your older Bonds? Easy. Just hold onto them. As you know, the rate of interest 
a Savings Bond pays increases with each year you own it, until maturity. Therefore, the 
best idea is to buy the new—and hold the old! 


Phe main thing about E Bonds, of course, is their complete safety. Principal and 
interest are fully guaranteed. They are loss-proof, fire-proof, theft-proof—because the 
Treasury will replace them without charge in case of mishap. Your Savings Bonds are as 


solid as a rock—backed by the full faith and credit of the United States. 


Maybe you already know about Savings Bonds—as one of the 40 million Americans who 
own them today, or as one of the other millions who have used Bond savings to help pay 
for new homes, cars, or college educations, or to make retirement financially easier. If so, 


this is familiar territory to you—you know there’s no better way to save. 


But if you’re new to the game, find out about Savings Bonds and what they can do for 
your future. Ask your banker, or check with your employer about the automatic Payroll 


Savings Plan that makes saving painless and easy. 


PART OF EVERY AMERICAN’S SAVINGS 


BELONGS IN U.S. SAVINGS BONDS 


The U.S. Government does not pay for this advertisement. It is donated by this publication in 


cooperation with the Advertising Council and the Magazune Publishers of America, 
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The Hospital Market 


Dependable, Dynamic, 


Recession-Resistant 


2,000,000 patient 


As to the future, Barron's says: 
“Hospital admissions are ex- 
pected to increase another 40°% 
by 1965... hospitals will have to 
be built at three times the pres- 
ent rate in order to keep up with 


the demand for bed space." 


$930 million 


As for the future, Architectural 


Forum comments: ‘Population 
growth, rising health standards 
and new medical discoveries will 
add tremendously to the required 
outlays for hospitals and research 
will be more than 


$1.6 billion in 1967." 


centers... 


HOSPITALS, Journal of the American 


Hospital Association, reaches the 


greatest single concentration of 


people who buy for hospitals. 


HOSPITALS 


MARKET 
SAMPLE COPY 


OF HOSPITALS 


HOSPITALS 


18 East Division Street, Chicago 10, Illinois 


Journal of the American Hospital Association 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


The Dayton Rubber Co. . . . 
Robert G. Burson named general 


sales Manager, Nlechanik al (Goods 


I Jivision. 


The Electric Storage Battery Co. .. . 
Robert I. 
reated position of field sales man 


uger, Exide Industrial Division. 


\Iuth named to newly 


Fairmont Foods Co... . 
G. Robert Lockhart appointed field 


sales manager. 


Hughes Aircraft Co... . 
Z. W. Pique named directo 
sales H izhes Products (sro Ip. 


' 


International Latex Corp... . 


A. B. Peterson named executive 


resider 


Kennecott Copper Corp. . . . 
John M. Keene, Jr., 


named 


| 


| PURCHASING 


LA 


cs 


WiCLAR 
/ - 


president and assistant sales manage) 
Kennecott Sales Corp., a subsidiary. 


Milprint, Inc. . . . 


Carl Jensen advanced to newly 
created post of sales administrator 


Eastern Division. 


Olin Mathieson Chemical Corp... . 


William R. Kelty, Jr., named vice 
president, sales, Winchester-Westert 
division. 


Ralston Purina Co. ... 
Harry A. scot 


| 
reated post of international dire 


named 


The Stanley Works .. . 
John W. Bamert 


sales manage Staniey 


appointed 


div sion. 


Union Tank Car Co... . 
Henry L. 


ViK e-president : 


Charlton named _ sales 

Leonard C. Pletsch 
of Phoenix Manutfactur 
ing Co., a subsidiary. 


planning v-p 


“Couldn’t we go in your office and sit down? | have a rather long sales pitch!” 
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this is the girl 


The erica s Young Woman Under 20 (812 million strong!)—spends over $4 billion of her own 

me 7 » and billions more as family sl s consultant. The magazine—sEVENTEEN—is her 

money every year and billions more as family shopping consultant. The magazine—SEVENTEEN—is her 
favorite read by 75 of the nation’s te en-age girls within ¢ issues 

tand each other fully, admire each other deeply. Result? Such 

that SEVENTEEN scores 11 firsts, 14 seconds and 5 thirds out of 30 

rms Report. Such amazing buying action that 65.2°. of SEVENTEEN’s 

* No wonder SEVENTEEN tops all women’s monthly 


the past 4 yea 


and this is the teacher's supplement... 


SCLPHTPAN- a on for shige advertisers 


f SEVENTEEN, and the only magazine 
apts SEVENTEEN’s editorial 


r advertising—via 


n addition y 
19,500 Home E 
cribers 


rther details, write: Director of Homemaking Education, Dept. T, 
ne, 488 Madison Avenue, New York 22, N. Y 


easier to START a 1 habit than to STOP one! 


TEEN MAGAZINE 


SEPTEMBER 


SLL III IMM MOO oe Tan Antifreeze 


‘3 


(continued } 


today’s modern creative 


ideas tor 


approach Sales Contests 
to Premium Promotions 


six weekends on NBC’s Monitor this 
month and next. 

Olin Mathieson, the fourth own 
brand marketer, is devoting most of 
its budget to institutional promotions 
because Permanent Pyro (glycol) and 


Safety Campaigns Super Pyro (methanol) account fo 


incentive 
promotions 


4 iP tati only 20¢ of its antifreeze business ; 
4 ‘eRe ons ; 
Award rresentations the rest is in private brands, including 
those of Shell and Gulf. 


Good will Gift Giving As part of what it calls “The hot 


UII 


antifreeze Campaign evel con 
featuring ducted,” some 1,000 prints of sever 
movies are in circulation. Olin likes 
RICHARDS e Complete Campaign Plans celebrities; besides John Carradine 
Merchandise Im Stock used William Frawley in 
role. In addition, Pete: 
peared in P-o-P material and on 
Spring Monitor spots. John Cameror 


* 
For Immediate Shipment 
-BARNET Drop Shipment Service 
Art, Production and , 
entation to Customers and prospects. 


339 Fifth Ave.,N.Y.16,N.Y. Printing 2) Union Carbide Chemicals Co. 


Carbide’s private brands division (cus 

> on Aion also I 
ORegon 9-64.29 tomers include Amoco, Sinclair, In 
Travel Plans ternational Harvester, Buick), is run 


ning what it calls the “biggest 


Swayze was teatured in a slide pres 


VU eee eye 
Mew 


paign ever. 


A rd rote fra lru lr ruled 


fe 
fe) 
fe) 
re 
a 
a) 


UPVC eeeVeIVeeeee AAA Vee! 
Carbide Doubles Ad Budget 


= 


— 
| be) SERVICES SALES | = ogee. budget doubled this 


veal tor businesspapet ads, and 
THAT AID SALES MANAGERS ot ao cia ae the Rss 

it introduce é checklis drain 
AND ADVERTISING iia and pln Bane “ll we ani 


for els, even the popular foreign cars. 


EXECUTIVES! : Weather charts plotting the 
ae EASTERN and MIDWEST AREAS | freeze. bs. areas, which were 


brought out last vear, were offered 


Can you build swiftly and again this fall. Four movies, two 


surely? sound-slide films and a record drama 
are available to dealers. 


: Are you 28-55, with proven 
N EW " : . Dow, which calls itself the leading 


ability to sell, recruit, select, ie 
5 train and supervise? supplier of “factory fill” (sales to 
FREE BROCHURE Do you have successful past auto manufacturers), and is a private 
record in educational fie'd or abel supplier to oil companies like 


} 


tandard of Indiana, ‘Tidewater and 


YOURS FOR THE ASKING! comparable sales-executive 


I 
S 
background? ( 


Find out how these 15 important ties Service, uses ads and retail aids. 


Manpower, Inc. “Sales Aid’ Services Have you late model car and But why do the advertisers bothe: 
will help you. are you free to travel, married telling the motorists they didn’t mean 
Vincrease Sales and Distribution and bondable? it? Free-piston, gas turbine, air-cooled 


¥ Cut Marketing Costs If your answer to all four questions 

¥ Support National Promotions is "Yes'’ — one of the nation's top antifreeze will be about 

at the local level extension-resident training institutes 

WY Eliminate Trouble and error offers unusual opportunity, incentive, 
in merchandising promotions and earnings. 


engines will replace water-cooled and 
transportation as horseshoes. 
The answer: antifreeze is a minot 
product for the glycol and methanol 
Attach this ad to your letterhead Replies confidential — Write and makers. Ethylene glycol is a softener 
and mail today to: send comprate recume fe: for cellophane; methanol is used for 
A decade of Business Service phenolic plastics. The marketers want 
manpower, inc. NORTHWEST SCHOOLS to stay in production of these chemi- 
737 N. Michigan Ave. cals. That being the case, they'll con 


manta oy ~ Coneda, & Abrood Chicago, Ill. tinue shooting for the $275 million 
or eadquoarters » 
817 N. Plankinton Ave., Milwaukee, Wis. antifreeze market. @ 


SALES MANAGEMENT 


We don't see 


any results from 


our advertising 


upon.” 


The specific effect of industrial advertising upon 
the market can seldom be measured alone. 

}ecause: advertising is only one member of a 
marketing team which also includes product devel- 
opment, market research, sales control, field engi- 
neering and product performance 
the work of the salesmen. 

Most industrial salesmen today know that their 


all reinforcing 


John L. Gillis replies to this one... 


According to Mr. John L. Gillis, vice-president of marketing, Monsanto 
Chemical Company: “ Industrial advertising produces results when it puts into 
people’s minds ideas which create a favorable attitude for salesmen to capitalize 


companies’ advertising is an invaluable aid to them 
in selling particularly the unseen, unsuspected 
and inaccessible buying “influences”? whose ““OK’’ 
is often vital. These salesmen would be the first to 


agree... 


Effective advertising support is one of the most 
valuable tools in the salesman’s kit. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
271 MADISON AVENUE, NEW YORK 16, NEW YORK 


An organization of over 4000 members engaged in the advertising and marketing of industrial products, with 
local chapters in ALBANY, BALTIMORE, Boston, BuFFALo, CHicaGo, CLEVELAND, CoLuMBus, DALLAS-ForRT 
Worth, Denver, Detroit, HamiItton, Ont., HARTFORD, Houston, INDIANAPOLIS, Los ANGELES, MILWAUKEE, 


MInNNEAPOLIS-St. PAUL, MONTREAL, QUE., NEWARK, NEW YORK, 


PHILADELPHIA, PITTSBURGH, PORTLAND, 


RocueEsterR, Rockrorp, Sr. Louis, SAN Francisco, TORONTO, ONT., TULSA, YOUNGSTOWN. 
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1000 IDEAS SALES GAINS AND LOSSES 


ONLY $10 A 12!/% increase in sales for the first six months of 1958 over the first half of 


1957 was reported by Shulton, Inc., maker of toiletries, pharmaceuticals and 
Successful ideas from 


successful companies on 
SALES. MERCHANDISING, comparison with Shulton, didn’t make out quite as well. Dow Chemical Co., for 


chemicals. This year’s figure: $13,564,630. Another chemical firm, a giant by 


ADVERTISING. PROMOTION! the fiscal year ended May 31, showed sales of $636,201,143, a little more than a 
5% decrease from 1957’s $673,397,909. Half of Dow’s volume was in chemicals and 


for 
a year 


about one-third in plastics. President Leland L. Doan reports that from all indi- 


cations Dow’s sales decline has hit bottom. 


All figures are shown in millions of dollars. 


a! 


BRIEFED UP-18 Company Period 1958 1957 
400 Madison Ave., (Dept. S) N. Y. 17 —_ - —_ " : sine 
ectric Orage Battery 6 mo J 
Company Period 1958 1957 Electrographic Corp Sina 118 
Erie Resistor Corp 24 wk S 12.2 
Berkshire Hathaway 3 mo 14.4 
A MODEL FOR Best Foods r 3 Fairchild Engine & Airplane 6 mo 57 80.4 
Fort Wayne Corrugated 
EVERY PURPOSE Cenco Instruments yr ‘ Paper 24 wk G 11.2 
Chain Belt Co ’ 


| r tor r a : 5 
Tell your s ory bette Corn Products Refining Co. 6 7.2 ¢ Georgia-Pacific Corp 6 mo 73.5 
with an Oravisual easel D. W. C. Cigar 


You have 26 models to 


chaos F. C. Huyck & Sons 3 mo 
a Erwin Mills, 1 


nc 
Write for free 24 Industrial Enterprises 6 mo 
page catalog. Fenestra, Inc 


Feter- Forbes Ghar Co. -6me 5.6 Keystone Steel and WireCo. yr 
ORAVISUAL CO. P ? cir Miia Sen 


Kroehler Manufacturing 
Box 11150 Henry Holt & Co 0 
St. Petersburg 33, Leonard Refineries 3 mo 


Florida Kaman Aircraft 
Manhattan Shirt 
Mirro Aluminum ry) 6 Millers Falls Co 


Oxford Paper Co 


INCREASE YOUR PRESTIGE | sisi». 1: 


Standard Coil Products 5 C 27 Ohio Brass Ce & mo 


North American Coal 


It pays off! Exciting, profitable things can happen 
to the man whose book is published under our eee a Milk Co 6 mo 
plan. He gains recognition. Our books are written Tilo Roofing Co ‘ 3s eh t L a t, | pe 
up in the N. Y. Times, Saturday Review, Winchell, a ambert, inc ° 
Ladies’ Home Journal and all key media Universal American Corp. 6 - : Progress Mfg. Co. 6 mo 
U. S. Plywood Corp . 

FREE! The behind-the-scenes story of book pub- 
shing revealed in two brochures. Learn how you 
an get 40% royalties, local-national publicity 
and greater social-professional stature. Prompt Seiberling Rubber 6 mo 
editorial appraisal of manuscripts. Write §S. Post, DOWN-43 Solar Aircraft Co 3 mo 


iti Speer Carbon Co 6 mo 
Exposition Press, 386 4th Ave., N. Y. 16 American Chain & Cable 0 5 Standard Packaging 12 wk 
Louis Allis Co ne 5.8 2 Standard Pressed Steel 6 mo 
Armstrong Cork Co 6 me ~ L. S. Starrett Co 


Robertshaw-Fulton Controls 6 mo 


Bigelow-Sanford Carpet 
Briggs Mfg. Co 


a, oO > me 8 “ Textron, Inc 
ow cc Philip Carey Mfg Torrington Mfg. Co 


Truax-Traer Coal 
SF, Creative Printed Specialties Carlisle Corp é 
Chemetron Corp 5 ~ 


Any size. shape, color, or adhesive... for Chicago Pneumatic Tool 6 ; Union Asbestos & Rubber 
any product, service, purpose, or surface. 
Free Design Servic Satisfaction fully 
guaranteed. Send for ‘New Ideas’ Kit. 

10-L East 49th, N.Y.C. 17 


Tennessee Corp 


Joseph Dixon Crucible 5 8 Weyenberg Shoe Mfg 6 mo 
Dow Chemical Co . White Sewing Machine 6 mo 
PLaza 1.3040 


MARKETING CONSULTANT i =_- CALCULATORS 


Ohio college teacher, Marketing Re- 
search, Ph.D. with 10 years business ex- - for faster selling 
perience will undertake sales analysis, , oe 

quotas, potentials, territory revisions, Graphic Calculators quickly and 
sales training or other marketing prob- ms easily solve problems connected with 
lems. Box No. 4015. : Se seems come the use or selection of your product 
or service. Precision made of 

paper or plastic (but low in cosi), 
they simplify even complex 
operations. For example, the model 
shown calculates weight per 1000 
pieces for any given size of 8 alloys 


ADVERTISING IN FREE SAMPLES: A note on your 
4p BUSINESSPAPERS ZR LC U LATO R company letterhead will bring you 
MEANS BUSINESS COMPANY sample Graphic Calculators and 
633 Plymouth Court, Chicago 5, Ill., Dept. D-11 full information. 


SALES MANAGEMENT 


Advance Furnace Company =e 
Agency: Associated Advertising Agency, 
Akron Beacon Journal . 
Agency: McDaniel, Fisher & Spelman 
Company 
Allied Van Lines, Inc. ......... 
Agency: McCann-Erickson, Inc 
American Machinist .. rere 
Agency: Klau-Van Pietersom ‘Dun lap 
Associates, Inc 
American Telephone & yotegragh 
Company (Classified) ... aaa: ee 
Agency: Cunningham & Walsh, Inc 
Associated Business Publications . 
Agency: Media Promotion Organization 
Inc 


- 56-57 


Battle Creek Enquirer & News 
Agency: Denman & Baker, In 
Bell & Howell Company 
Agency: McCann-Erickson, Inc 
Better Homes & Gardens seas . 
Agency: J. Walter Thompson Company 
John Bicir & Company s 
Agency: Robert Conahay, In 
Booth Michigan Newspapers 
Agency: The Fred M. Randal 
Briefed . 
Agency: Peck : Advertising Agency, 
Buffalo Courier-Express .... 
Agency: Baldwin Bowers & Strachan 
Business Week 
Agency: Royal & deGuzman 


Company 


CBS Radio Spot Sales . 
Capital Airlines .. 

Agency: Kenyon & E. khardt Inc 
a : seemnenael (Michigan 

armer) .. 

Agency: Bert S. Gittins Advertisi ing 
Chicago Sun Times . 

Agency: John W. Shaw Adver tising 
Chicago Tribune 

Agency: Foote, Cone & Belding 


Dale Carnegie Publishers, Inc. 

Agency: Guy Davis Advertising 
Dartnell Corp. 

Agency: Arthur C. Barnett Advertising 
Denver Chicago Trucking Company 

Agency: Galen E. Broyles Company, Inc 
Detroit News ... 

Agency: W. B Doner ‘& Company. 


Eastman Kodak Company 
Agency: The Rumrill Company 
Encyclopaedia Britannica .. ea 
Agency: Dancer-Fitzgerald- Sample inc 
Ever Ready Labe| Company oy 
Agency: Alan Goodman Advert sing 
Exposition Press ‘ ; 
Agency: Loewy Stempel Adver rtisi ing 


First 3 Morkets Group . ‘ 
Agency: Anderson & Cairns, Inc 


Good Housekeeping , 
Agency: Grey Advertising Agency 
Graphic Calculator Company 
Agency: Robertson Buckley & Gotsch, 
Gray Manufacturing Company 
Agency: Lewin, Williams & Saylor, Inc 
Greensboro News-Record .. — 
Agency: Henry J. Kaufman & Associates 


Jam Handy Organization . . .2nd Cover 
Agency: Campbell-Ewald Company 
Hearst Magazines ........ 
Agency: Lynn Baker 
Heating, Piping & Air Conditioning 
Agency: McLain & Associates Advertising 
Schuyler Hopper Company 
Hospitals, Journal of American Hospital 
Association . 
Agency: Bernard J. Hahn & Associates 
The Houston Post 
Agency: Aylin Advertising Agency 


Indionapolis Stor & News . 
Agency: Caldwell, Larkin & Sidener- 
Van Riper, Inc 
Industrial Publications, Inc. 
Builder) 
Agency: Wentzel, Wainwright, Poister 
& Poore, Inc 


(Practical 


KHJ-Radio .. 
Agency: R Ww. Webster "Advertising 
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ADVERTISERS’ INDEX 


This Index is provided as an additional service 
The publisher does not assume any liability for 
errors or omissions. 


Sales Managemen 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, Howard 
Terry, Robert B. Hicks, Dan Callanan, 
John A. Spooner, 386 Fourth Ave., 
New York 16, N. Y. LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern General Manager; W. J. Car- 
michael, Western Advertising Direc- 
tor; John W. Pearce, Western Sales 
Manager; Thomas S. Turner, 333 N. 
Michigan Ave., Chicago |, Ill., STate 
2-1266; Office Mgr., Vera Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa 
Barbara, Calif.. WOodland 2-3612. 


KZTV (Corpus Christi) 
KMSO-TV, KGVO-Radio (Missoula, Mont.) 12 


Kleen-Stik Products, Inc. 
Agency: Burlingame-Grossman Advertising 


Los Angeles Mirror 
Agency: Batten, Barton, Durstine & Osborn 
Inc 
Los Angeles Times 
Agency: Batten, Barton, Durstine & Osborn, 
Inc 


McCall's 
Agency: Donahue & Coe, Inc 
McClatchy Newsp 
Agency: J. Walter Thompson Company 
McGraw-Hill Publishing Company 
Agency: Fuller & Smith & Ross Inc. 
Manpower 
Agency: Fromstein & Levy Advertising 
Agency 
Metal Pr 
Agency: he y EE Kerr Company 
Milwaukee Journal 
Agency: Klau-Van Pietersom-Dunlap 
Advertising Associates 
Modern Packaging 28-29-30-31 
Agency: Smith, Hagel & Knudsen, Inc. 


Nascon Products, Division of Eaton 
Paper C 
Agency: Anderson & Cairns, Inc 
Nation's Business 
Agency: Gray & Rogers 


New Equipment Digest . 

Agency: Beaumont, Heller a "Sperli ng 
New York News 

Agency: L. E. McGivena & Company, 
New York Times 

Agency: Norman D. Waters 


Olin Mathieson Chemical Corp. o* 
Agency: D'Arcy Advertising Company 
Oravisual Company, Inc. 
Oriando Sentinel-Star .... 
Agency: Robert Hammond Adverti sing 
Outdoor Advertising Inc. .... 
Agency: Al Paul Lefton Company 


Pan American World Airways, Inc. .. 

Agency: J. Walter Thompson Company 
Patterson Publishing Company . 

Agency: Lawrence U. Nelson Advertising 
Philadelphia Bulletin 

Agency: N. W. Ayer & Son, Inc 
Philadelphia Inquirer .... 

Agency: Al Paul Lefton Company, 
Phoenix Republic & Gazette 

Agency: Advertising Associates 
Pittsburgh Post 

Agency: Dubin Advertising 
Presentation Designers 

Agency: David Singer Adverti sing 


Railway Express .. : 

Agency: Benton & Bowles 
Reply-O-Letter 

Agency: Howard A. Harkavay 
Reader's Digest . a 

Agency: J. Walter “Thompson Company 
Richards-Barnett 

Agency: Michael-Remo & Company 
Rotarian 

Agency: Fuller & Smith & Ross Inc 
Rubber World . ; 

Agency: The Schuyler Hopper Company 


Saturday Evening Post 


Agency: Batten, Barton, Durstine & Osborn 


Inc 

Seattle Times 

Agency: Cole & Weber Inc 
Seventeen . 

Agency: Al Paul Lefton Company, 
S. K, Smith Company 

Agency: Fred Sider Advertising 
Southeastern Merchandise Mart 

Agency: Lowe & Stevens Advertising 
Standord Packaging . Maen 

Agency: Smith, Hagel & Knudsen 
Successful Farmin 

Agency: L. E. McGivena & Company 
Sweet's Catalog Service 

Agency: Muller, Jordan & Herrick 


Syracuse Newspopers 
Agency: William T. Lane Company 


Agency: Al Paul Lefton Company, In 
This Week 
Agency: Earle Ludgin & Company 


Thomas Publishing Company 
Hudson Advertising 


Agency: Harry Sturges Agency 
Troy Record Newspapers 


U. S. News & World Report 
Agency: MacManus, John & Adams 


WBTW (Charlotte) 
Agency: Kincaid Chandlee Advertising 


Agency: Grant Advertising, 
Wall Street Journal 

Agency: Martin K. Speckter & Associates 
Wheaton Van Lines, Inc. 

Agency: Poorman, Butler & Associates, Inc 
Weekly Stor Farmer 


HUGHES PRINTING 
EAST STROUDSBURG 
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72 


47 


co 


PA 


TODAY’S ADVERTISING 


Trends 
by Lawrence M. (Mike) Hughes 


Policies People 


h who 
were women. 


known the 


Merrill Lynch 


ownership as high as 50%. 


share ownershy “public 


Stock Exchange fir that 


inflated 
Wh 


tally spends 
I know, for 
> $5 million annually 
etail rate of, 
you may be sure 
Gimbels ) 

be pleased 
if the whole bill ind all media 
omponen f it ‘re reported net? The media would 
ll | But, nowadays, especially, who wouldn't 


cool $5 billion: 


Dominant? 
Headline on a handout about an NBC survey says: 
I'V continues to be dominant medium for selling autos.” 
he survey covered opinions of auto dealers, show- 


m shoppers ar buyers, NBC program viewers. 


GM's reported expenditures in network and 


apparently it missed the motor makers: 


195 


I'V time combined were 50% less than the money 


GM put into general and farm magazines combined, 
and only one-fourth GM’s investment in newspapers. 
Though Ford spent about 50° more in net and spot 
IV than in magazines, its 2 fig ire still was only about 
half of its amount in newspapers. Chrysler spent twice 
as much in TV as in magazines, but one-fourth less than 
n newspapers. 

American Motors it more in magazines, and three 
times as much newspapers, as 1n network ind spot TV 
time. Studebaker- Packard spent three times as much in 
magazines and 24 times as much In newspapers. 

Dear Hugh Beville: “Surely TV has enough 


without this 


Panacea 
Grey Matter of Grey Ad Agency believes that more 


than clichés will be needed to tul ne econo tide 


and proceeds to state the situation in mixed metaphors: 
“The atmosphere becomes smoggy with slogans aiming 
to loosen advertisers’ purse strings. Clichés fly thick and 

fast urging business to ‘break the dam of 
sistance’ by feeding more dollars into the fuel tank of 
j b 


the advertising bulldozer.”’ 


In simpler terms Grey Matter explains: “More advei 
tising dollars are not panacea for our present economi 
ills.” What's needed is a multi-ingredient pill composed 
of “more penetrating marketing analysis, more skillful 
planning of strategy, more intensive and 


“includes advertising.” 


aggressive 

selling.’ The last, Grey adds 
The real eed, howeve1 t seems me, is not for 
Th rea n | 


more and better techniques or tactic personal 


leadership. The men who are trying to run our great 
corporations are a breed of short-sighted fraidycats 
mouthing meaningless slogans about You Auto B 1\ Now 
or Operation Upturn. 

Personally, I’d swap 10 Harlow Curtices or Ralph 
Cordiners for one Dick Grant. A Kettering or a Knudsen 


or a Steinmetz might help too. 


Advertisers 

Barton Distilling Co., Chicago, reveals that Russia is 
ready to flood us with vodka whenever we open the gates. 
Russian vodka, says Barton, has a “distinctive” taste 
for which some Americans might pay a premium. To 
keep us drinking good old Yankee Prince Alexis vodka, 
Barton is introducing “‘some of the distinctive processes 
followed by the Russians.” 

Manhattan Shirt Co. will make its network TV debut 
Sept. 20 with sponsorship of “Music from Manhattan” 
on ABC. 

Magazine Advertising Bureau reports that Parke, 
Davis & Co., Detroit, has now used a certain medium 
consistently for 30 years. 

ANA will hold a one-day workshop on International 
Advertising at Hotel Sheraton-East (formerly the Am- 
bassador) in New York September 235. 

In refrigerators and other kitchen and laundry appli- 
ances the trend is away from color and back to “white 


” 
goods. 


SALES MANAGEMENT 


BRAND NAME 


McCall’s Use-" 
most realistic sell] 
ar 

Here’s 


point-of-sale: 


e It gives feature-by-feature endorsement of 
the use values of your product by authorita- 
tive homemakers ... the Editors of McCall’s. 
It gives specific reasons to buy... 


; 
. not a vague 
general endorsement. 


It tells consumers how to choose the best 
product to suit their needs . in friendly 
terms they easily understand. 


Vie 


The magazine of Togetherness 


Tested Tag is one of the busiest, 
elling aids you can have in your 


how it helps move your product at the 


e It provides retail salesmen with con incing, 
friendly “sales-talk”’ material based on 
actual use-testing of your product. 

It enables you to do a double selling JOD! 4: 

. Selling the use values of your product to 
shoppers at the point-of-sale. 

. and closing the sale with millions of shop- 
pers already pre-sold through your ad in 
McCall's. 

For more information on how McCall’s Use- 

Tested Tag can help you sell more . see your 

McCall’s representative, or write to Use-Tested 

Tag, c/o McCall Corp., 230 Park Avenue, New 

York 17, New York. 


oy 
rat 


.-- circulation now more than 5,300,000. 


Another true to life story about some make-believe characters 


How to turn up the volume 


in Chicago 


, = was discord in the Executive Suite of Music 
Unmodulated, big hi-fi distributor in Chicago. 
Turner Lowd, president, and his sales manager 
couldn't agree on distribution strategy for M.U.’s 


new line of stereophonic equipment. 


‘You're not coming through to me, Mike,’’ shouted 
Turner. ““Why add new 


dealer for stereo? Hi i 
ile ire booming under : 


——e 
our present setup!” M 
BOO”, i 


tereo will appeal 4 


§ 


most to the half of 
the market, T. L. We 
need more dealers with middle and upper income 
customer . the kind some of the new shopping 


centers attract 


Shopping centers!’ boomed Turner. ““Who knows 
which centers do the most business? ... What kind 
of customers they pull? Who knows . = 


Just then (wouldn’t you know?) in waltzed Joe, 
that Tribune fellow who filters out the facts about 


the Chicago market. 


Music men,” Joe greeted them, “‘let’s find out 
where your present dealer 
network is good and where 
it’s bad. Then let’s talk 


shopping centers!” 


.. lurner and Mike got out a 
list of their dealers, coded 


to show each one’s volume. Joe produced a map of 
metropolitan Chicago showing the shopping centers 
and the percentage of business that each one does. 


Together they plotted the dealers on it. 


‘Well, Mr. Lowd,” Joe said, ‘“‘you’re well repre- 
sented in most of Chicago. But you should get near 


some shopping centers. 


“Appleblossom, for one. 

It draws from more than 

10°; of the families in the _f 

entire market. More than 

half its customers come 

from Chicago’s most exclusive suburbs. And observe 


this, gentlemen. You have no dealer within miles!”’ 


From here on in, Turner and Mike listened with 
both ears while Joe ana- 
alg lyzed each shopping center. 
Sip With his help, they settled 
) on a new lineup of dealers 
for stereo 


Just for the record, Music Unmodulated decided to 
concentrate its advertising in the Tribune. (Cus- 
tomers in the trading areas of 62 out of 64 shopping 
centers prefer the Tribune as a shopping guide over 
any other Chicago newspaper. 


Maybe you sell stilts or stemware instead of stereo. 
Rut if you want to turn up your volume in Chicago, 


you know the man to see Joe. 


Chicago Tribune 
rHE WORLD'S GREATEST NEWSPAPER «<b 


